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, THE BEST quae 
am y; Ail a" . To be told the advertiser, 
es “/ a 44 the one he most wants 
af J pbey ' to hear, is 


About Circulation. 


It is a pleasure at all times for 


The 
Philadelphia Record 


To give him that information, and in this space 
you always find the actual average circulation 
month by month. 
During April, 1899, th : 
average daily poate was 18 7 9 Tt/ COpies 


(Rate 25c. per line.) 


ge ane copies 


(Rate 20c. per line.) 


(We have bound the “ Historical Series” of “Record” ads in unique 
form, one of which we will be pleased to send all advertising 4 
students who desire a copy.) 


THE RECORD PUBLISHING CO., 


PHILADELPHIA. 
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ZZ" Tit Fra 
Don’t Get Blue 


If we believe a thing to be impossible our 
own despondency is capable of making it so. 

Despondency is damnable. 

Give experimental advertising a rest, use 
the street cars. 

he inexorable logic of Facts: The most 
successful firms in America are the most per- 
sistent advertisers in street cars. 

We offer you the best street car advertising 
service in America, populous, prosperous cities, 
with well-patronized cars,and careful methods. 

We'd like to give you specifications. 


THE 


3») MULFORD & PETRY 


COMPANY, 


Western Office: 
99 Woodward Ave. 
Detroit. 


Eastern Office: 


| : 220 Broadway, 
New York. 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SKCOND-CLASS MATTER AT THE NEW York, N. Y., Post-OFFIce, JUNE 29, 1893. 


VoL. XXVII. NEW YORK, 


THE ADVERTISERS’ EXHIBI- 
TION, LONDON. 
By T. B. Russell. 

On April 22d was opened the first 
Exhibition of Advertising, as adver- 
tising, ever held in this or, so far as 
I know, in any country. It is not an 
exhibition of advertisements, though 
innumerable advertisements are, of 
course, shown—it is an exhibition of 
advertising methods for advertising 
men. The promoter and untiring, in- 
genious organizer of the affair—the 
man who has done all the work—is an 
advertising agent, Mr. S. H. Benson, 
of london. Mr. Benson has made the 
thing a thoroughly representative show 
in so modest a way that far from be- 
coming, as such a thing might have 
been made, a huge engine to advertise 
Benson’s Bureau, the danger is that 
this most painstaking worker may not 
get the credit and the thanks that the 
advertising community owes him for it. 

* * * 

Having said this much, I am free to 
add that the show as a show—inter- 
esting, valuable and enormously in- 
forming, as it is—has one very great 
defect. This is no one’s fault; but the 
fact is, that in any such exposition 
color printing, from the very nature of 
the thing, must necessarily be over 
represented ; dodgers must be over rep- 
resented; wall advertising must be 
over represented, and newspapers— 
the backbone and staple of advertising 
the world over—must as necessarily be 
unfairly under represented, That is the 
vice of the whole thing. I am unable 
to see how it could have been evaded. 
But the effect of the show is to exag- 
gerate everything else to the detriment 
of what is by head and shoulders the 
most important thing of all. 

* * * 

Yet the best that could have been 
done has been done for newspaper ad- 
vertising here. The show is held at 
Niagara Hall, a place originally built 
for a panorama, an enormous drum of 
a place latterly used as a skating rink ; 
and in brief outline here is what the 
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show consists of and this is how it is 
arranged: Entering the place by the 
front door, one finds a reception hall 
in which stands an enormous street 
car, introduced to show what facilities 
can be given for publicity inside and 
outside such a vehicle. The street car 
advertising of this country does not 
reach the level of ingenuity and ex- 
cellence one so soon becomes familiar 
with in America. We don’t get up 
such well considered and well printed 
cards for the purpose ; but we get more 
on the outside of the vehicle than you 
do. From this hall is entered the cen- 
tral or main room, drum-shaped, as 
already described, and furnished with 
a gallery. The walls under the gallery 
are all round, fitted with cubicle-like, 
three-sided spaces, devoted almost en- 
tirely to newspaper advertising—the 
only show it gets. Each “cubicle” is 
devoted to a section of the country. 
On the walls are displayed specimen 
copies of all the local papers. You 
can take them down and examine them. 
There is also a rough estimate, pre- 
pared with what must have been per- 
fectly herculean energy and industry, 
of the cost of advertising in that par- 
ticular section of Great Britain. An 
approximate figure is given for news- 
paper advertising, for billposting and 
for pamphlet distribution on three 
scales—namely, these: For the small- 
est amount that can be profitably spent 
to cover the section; for a moderate 
attack, and for what is here termed a 
“commanding” display, itemized into 
newspapers, posting and distribution. 
There is also an estimate of the cost 
of putting hangers, or show-cards, into 
all the stores that will use them prop- 
erly. The work of getting out these 
particulars must have been enormous. 
The pity of it is that the result is not 
so very informing after all. It is so 
difficult for a visitor to estimate what 
amount of judgment may have been 
shown in apportioning patronage to 
different papers—the cost of poster 
advertising, wall-posters, must needs 
be affected by the choice of sizes and 
method of printing the posters, and 














4 PRINTERS’ INK. 


there is no guide to these details, and 
house-to-house distribution is estimat- 
ed as “including cost of pamphlets.” 
Well, some pamphlets cost three times 
as much as others, and it is likewise 
more expensive to distribute one book 
than another. Some advertisers get 
more effect from a given space in 
newspapers, from a given number of 
pages in a pamphlet, than others. Not 
the ingenuity of the advertiser alone 
affects this, but also the character of 
his merchandise. But when all is said, 
this part of the show is interesting, 
and I know of no way in which a gen- 
eral view of the newspaper press of the 
whole country can be so readily ob- 
tained. 
* * * 

It will be perceived, however, that 
newspapers of general circulation—a 
very important factor in so small a 
country geographically—can not get 
any show here. Some of them, but 
not nearly as many as ought to have 
availed themselves of the opportunity, 
have stalls in the building. 

* * + 

The next most interesting part of 
the exhibition is the section of techni- 
cal exhibits. The processes respect- 
ively of paper-making, line and half-tone 
block making, stereotyping, electrotyp- 
ing and wood engraving can all be 
studied here, and practical experts in 
each branch are present, with no other 
duty than to explain to every inquirer 
any points which the exhibits them- 
selves do not make quite clear. There 
are also to be exhibitions of the art of 
window dressing. 

* * * 

The most prominent exhibit in the 
center of the circle is that of the Ave- 
nue Press, where two machines are 
running off a colored poster, Messrs. 
Cocksedge & Harverson having trans- 
ferred a plant and staff from their 
works to the show, for the purpose of 
this exhibit. The rest of the space is 
occupied by color printers, like Ra- 
phael Tuck, Alf. Cooke, Marcus 
Ward; by wall posting contractors 
like Walter Hill and Partington and 
Mr. Benson himself (whose show is 
on the entrance hall), as he does out- 
door work as well as newspaper ad- 
vertising. There are exhibits of dec- 
orated metals, enameled lettering, 
celluloid “ novelties ” and similar items. 

* * * 


Among the things I noticed at the 





exhibition, one of the most ingenious 
was shown me by Mr. George Holloway, 
of B. Dellagana & Co. It was simple 
enough; wonderful one never thought 
of it for one’s self, the Boot Sizeometer, 
for casting up the surface measure- 
ment of blocks. It is a piece of 
transparent celluloid, so ruled, that 
when placed on a block, with the 
latter squared to one corner of the 
meter, the number of square inches on 
the block can be read off at the ex- 
treme corner. And I have for eighteen 
years been using up brain tissue to 
multiply fractions by fractions to ar- 
rive at such results! Mr. Holloway 
was also good enough to show me a 
new molding material, imported from 
America, for molding half-tones. This, 
unlike wax, does not take a pressure 
mold, but is melted and poured on 
the original half-tone. I was shown 
proof from an original electro, side by 
side, proving that half-tones can now 
be electrotyped with as much per- 
fection as any other block, and need 
lose no more in multiplying—a serious 
difficulty well overcome. Probably you 
know all about it. 
* * - 

The linotype composing machine is 
in operation, and near it a darkened 
place for electric night signs, such as 
you are too familiar with to need any 
description of. A novelty was the 
rainbow sign, which gradually changes 
color, without interruption of the 
display. 

* * 

Around the gallery I noted that one 
of the railroads in Holland had sent 
over an exhibit of Dutch tiles in por- 
celain, adapted to advertising pur- 
poses, and used on its stations. The 
Dutch are not without enterprise! A 
weekly newspaper had on its stall a 
phonograph, which, between some 
pieces of music, gets off little epi- 
grammatic sentences on the advertis- 
ing value of the paper. Its name is 
Success. 1 doubt if it is much of a 
success, and it is certainly very in- 
famously printed, so far as typography 
and paper go; but the scheme here is 
all right. People will listen to a 
phonograph talking who wouldn’t list- 
en to a man who button-holed them 
to praise his paper. 

© * * 

Clocks with moving advertisements 
of various sorts were also prominent 
in the gallery; but much more inter- 
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esting is the last thing I have time to 
mention—the Artists’ Gallery, under 
the direction of Messrs. Dudley Hardy, 
Phil May, J. Hassall, Louis Weierter 
and other well-known artists, and 
containing a large number of excel- 
lent poster designs, with others less 
admirable, for sale. The most notable 
feature here is the way in which elab- 
orate posters in a large number of 
printings have vanished to give place 
to broad designs in two, three or four 
colors, far less expensive, far more 
artistic and, when properly designed, 
far more effective. The eccentricity 
marking some recent work along this 
line has to a great extent disappeared 
also. The designs are for the most 
part perfectly simple and pretty. 


* * * 
Such is, in merest outline, the First 
Advertisers’ Exhibition. It will be 


open two weeks. I hope it will be 
the first of many such shows, in Eng- 
land and America. For it is certainly 
most useful, most instructive and most 
interesting to all practical advertisers. 


—— +e 
PARISIAN PROFITS. 

The Paris correspondent of the Financial 
Times writes: The Petit Journal (French, 
“largest circulation in the world’’) share- 
holders held their meeting last week, when the 
net profits for the year 1898 were declared to be 
£157,183, as against £154,688 for 1897. These 
are probably the largest profits made by any 
newspaper in the world. The Petit Journal is 
now in its thirty-sixth year of publication, and 
boasts a daily issue of 1,100,000 copies. Its ad- 
vertisement rates are too francs a line of 42 
letters on the second page, and from 50 francs 
to 10 francs a line on the third and back pages. 
Several weekly publications are run in con- 
nection with the Journal. One of these, the 
Petit Journal Illustve,sold for 1'4d., professes 
to have a circulation of over one million 
weekly. The 7Zempfs also held its annual 
meeting recently, The net profits were £11,300, 
and the dividend distributed 45 francs per share 
of 500 francs. The Temps i is what the French 
call ‘‘Un journal serieux,’”’ grave and measured 
in tone ; its motto is ‘ ‘Semper similis sui.”’ It 
possesses considerable influence, appears every 
evening at five o’clock with a free supplement, 
and is mostly in favor with Parisians on Sun- 
days, when Francisque Sarcey publishes his 
amusing and interesting theatrical feuilleton.— 
Weekly Scotsman (Edinburgh). 

——__+»-—__—- 
IN ATLANTA, 

A hygienic barber shop is advertised in 
Augusta, Ga. The proprietor says: 

No man can catch disease or contagion in my 
shop—because 

ist—We sterilize every razor after each use 
of it. 

2nd—We give each regular customer for his 
own use a cup and soap and shaving brush, 
No one else uses it. 

3rd—All water used by us in shaving is 
sterilized water. 

4th—All of our brushes and combs in shop 
are kept clean with sterilized water.—National 
Advertiser, New York, 


A SIGN-PAINTING TALE. 
“ One of the most novel advertising feats of 
recent years, said a newspaper writer rece;.tly, 
was accomplished by two young men not long 
ago. They were sent out by a concern in New 
York, which provided them with money and in- 
structed them to paint signs, wherever Ameri- 
can travel was most frequent, all over Europe. 
They returned in about two years and a half. 
In that time they used about six tons of paint 
and $40,000. A large portion of the latter had 
been spent for space privileges. These two 
young men had been in nearly every country in 
Europe, and painted signs on the side walls of 
large buildings in London, Paris, Berlin, Rome, 
Constantinople, etc. They went through the 
Alps, painting their signs in letters twenty feet 
high on the sides of some of the great cliffs 
which tower over the roads and paths through 
those grand mountains. Just imagine an 
American traveler, far away from New York, 
in the heart of the Swiss mountains, who should 
suddenly see ahead of him, painted on the side 
of a mountain, one of those old familiar trade- 
marks of America, ‘ Use It would 
certainly leave a deep impression upon his 
mind, which would last until he returned to 
America. So they went on, painting signs 
everywhere. Theyare accredited with having 
mang a large number on the Pyramids of 
‘gypt. They even tried, it is said, to get the 
Sultan to allow them to put their signs on the 
wall of his palace; but this he did not allow 
them to do, strange to say. However, they 
contented themselves with signs on some of the 
Mohammedan mosques in Constantinople. 
The young men said they had better success in 
Constantinople than anywhere else; for the 
Moslem is a lover of bright colors, and the big 
red, blue and yellow signs seemed to please 
him. One old fellow came out and begged 
them to put a sign on the front of his dwelling. 
He seemed to consider it quite a decoration.” 
—Profitable Advertising. 


— ee 
THE POWER OF ADVERTISING. 

* Properly applied,” observed the old ad- 
vertising man, ‘‘ advertising is a force which 
has no peer in "strength over the public mind. 
It is the greatest scientific triumph of the cen- 
tury. It suggests what we shall eat, where- 
with we shall be clothed, and even what we 
shall pay for it. It creates a wish for things 
which the public never knew or imagined it 
wanted. It offers to supply a demand before 
the demand is made, while previous to the 
days of modern advertising methods the supply 
only followed a manifestation of the desire for 
its presence.—Profitable Advertising. 

- ~~ 
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INA SMALL WAY. 


The Gilbert & Williamson Manu- 
facturing Company, of Rochester, ad- 
vertise a heel cushion, a little combina- 
tion of felt and cork that fits into the 
shoe and takes off that nervous jar. 
Their regulation copy is the four- 
teen-line advertisement shown in 
this article. Their experience as 
outlined in this talk with Mr. 
Gilbert, who has the advertising 
reins in hand, should be of interest to 
mail order advertisers and any one 
who wants to know about the paying 
possibilities of a small ad continually 
shoved under the nose of the public. 

“ We now use a one-inch ad steadi- 
ly,” said Mr. Gilbert. “We tried a 
few quarters, but found in proportion 
to cost they did not pay as well as the 
inch, and in some cases the one-inch 
advertisement pulled just as many in- 
quiries as the quarter-page in the same 
publication. If a man has an article 
like a bicycle or a camera and pats in 
Easy Easy Walking, 
increased Height, 
Arched Instep. 

Better Fitting Shoes, 

Ease and Comfort, 
mgiy placed in the hee], felt. down. 

ome nvisible, durable. healthful, 


3 per pair. 
wae name, size of shoe, 
for pair on 10 days’ trial. 


READ 
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we PT El | 


Do not require larger | 

recommended by physi- 

as etaie or egy ag by —_es or removing layers of cork, | 
oe Ladies’ or Men's. 

height desired, and 2c. stamp 





a small ad, it looks insignificant along- 
side the larger announcement of his 
competitor, but if there is no compe- 
tition or very little, a one-inch or two- 
inch ad will do the business. We 
started with a 22-line ad; shortly after 
cut it down to 18 lines and found the 
returns just as good. That gave us 
the idea that something less might 
pull, and in endeavoring to find the 
limit jumped down to 10 lines. This 
was a mistake. We went back to one- 
inch and find that this is the best. 

“ The magazines have made our busi- 
ness what it is. In our two years’ ex- 
perience we have sold 200,000 pairs 
of heel cushions. The business has 
doubled in the last four months. Of 
the magazines, we found the popular- 
priced ones best. A/cClure’s leads, 
and Munsey’s, Metropolitan, Black Cat, 
Leslie’s Monthly, Cosmopolitan, Review 
of Reviews and Puritan all good. De- 
lineator paid well, so did the Woman's 
Home Companion—in fact, the latter 
brought us more returns than the Za- 


GILBERT MFG, CO., 30 Elm St., Rochester, N. Y. 





dies’ Home Journal. 
Monthly 
we tried; 
good puller. Tried a few mail order 
mediums, but they did not pay.” 

The list of mediums used includes 
McClure’s, Cosmopolitan, Metropolitan, 
Munsey, Black Cat, Leslie’s Monthly, 
Review of Reviews, Puritan, Nickell, 
Scribner’s, Quaker, Strand, Wide 
World, Canadian Magazine, Woman's 
Home Companion, Ladies’ World, 
Every Month, Standard Designer, 
Household (Boston), /’uck, Delineator, 
Harper's Weekly, Harper's Bazar, 
Leslie's Weekly, Dramatic Mirror, 
Truth, Ledger Monthly and Collier's. 

Mr. Gilbert said they did not use 
literature other than an unpretentious 
catalogue pamphlet, which, with appli- 
cation blank, was mailed to inquirers 
every four or six months. 

“ Wedon’t follow up inquiries much, 
for the reason that we seldom get a 
letter without an order; not one letter 
in a hundred is a mere inquiry. We 
have found it of ad- 
vantage to offer to 
send the Cushions on 
ten days’ trial, at the 
end of that time to be 
paid for or returned. 
We rarely get them 
back. Of 5,000 pairs 
sent out in this man- 
ner, over three-fourths 
have been paid for.” 

An advertisement is carried in the 
Boot and Shoe Recorder to reach deal- 
ers, and a man kept on the road. This 
with the magazine and weekly paper 
advertising does the business. 

Mr. Gilbert stated that he had tried 
Buffalo, Rochester and Syracuse daily 
papers without much success. One- 
inch to four-inch ads were run thirteen 
weeks, bringing few direct results and 
helping the dealers’ sales but little so 
far as he could ascertain. He did not 
mean to argue against dailies, but for 
their particular article, using small 
space, thought —— were much 
better — Zhe A roesieny Man. 


The Ledger 
was one of the best mediums 
Collier's Weekly was another 





THEATER PROGRAMMES. 

A few years ago the programmes consisted 
of but one or two pages, and contained the 
players, synopsis of the play and a few adver- 
tisements. Now the programmes are elaborate 
affairs of eight to sixteen pages, some of them 
works of art. In programme advertising de- 
tails are not as essential as they are in newspa- 
pers, for the advertiser should bear in mind 
that people when in a place of amusement do 


not care to wander through a long argument.— 
The Advisor. 
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8 
A LETTER ABOUT BOOKS. 


Under the foregoing title the C entury 
Company uses one of the advertising 
pages of the current Cestury to pub- 
lish the following rather interesting 
letter: 

New York, April 25, 1899. 

My Dear Vero—You ask me to suggest 
some books worth taking to the country this 
summer for “‘ a large family of grown folks and 
youngsters.”” But you don’t tell me what 
books you have already read, or how many you 

want to take. However, here goes, even atthe 
risk of an occasional miss. 

I take it for granted you have read Henry 
James’ and Marion Crawford’s latest novels, 
Dr. Mitchell’s “* Hugh Wynne” and “ Fran- 
cois”’ (two of the great successes of recent 
years) and Mrs. Harrison’s ‘‘Good Americans.” 

Sut perhaps you’ve not yet heard the hoof- 
beats of David Gray’s “ Gallops”’ cantering 
into popular favor, nor seen the glittering 
wings of Long’s *‘ Mme. Butterfly ’’—that pret- 
tyand pathetic ephemeron of the new Japan. 

One of the best worth reading of the latest 
works of fiction is Dr. Barry’s ‘‘ Two Stand- 
ards ’—a remarkable novel of London life at 
the close of the nineteenth century, especially 
noteworthy as coming from a ( ‘atholic priest. 
E very one is re. ading this romance, just. as eve Ty 
one will soon be reading “‘No. 5 John Street,” 
by Richard Whiteing. Thcogh sub just issued, 
this has caught the eye of the reviewers to an 
extent that even the author can hardly have 
foreseen. The life of the ‘‘ Upper Ten” as 
wellkas of the ‘Other Half” is illuminated in this 
story as by flashlight. And it is a new expe- 
rience to find the results of an earnest study of 
social conditions set forth with all the graces of 
literary style and a quiet, subtle humor. 

No matter how much you may have read 
about the Spanish-American war, you can not 
afford to miss the story of two of its chief 
episodes, treated with exceptional skill in Capt. 
Sigsbee’s ‘‘ Maine’’ and Lieut. Hobson’s “‘Sink- 
ing of the Merrimac,” while the capture of 
Santiago is graphically narrated in George 
Kennan’s ‘“* Campaigning in Cuba.”’ In read- 
ing these or any other books on the war you 
will be greatly helped by Hill’s authoritative 
“Cuba and Porto Rico,’ of which a new edi- 
tion has just come out. 

It is years since you first read the “ Alice” 
books; your children are reading them now, 
and you and they will be equally delighted with 
the biography of the creator of Wonderland 
and the maker of the Looking-Glass—the “‘ Life 
and Letters of Lewis Carroll,’’ by his nephew 
S. D. Collingwood. With its stories and 
photographs of the heroine of two of the most 
popular children’s books ever written, this is 
really a new “ Alice ”’ book. 

Of course I need say nothing about Kip- 
ling’s ‘ Jungle Books ”’ and ‘‘ Captains Cour- 
ageous,’’ for the youngsters had probably read 
them two or three times before their friend, the 
author—the friend and benefactor of every boy 
or girl that reads the English language—fell ill 
in New York and came so near to dying. 

If this list is too brief, drop mea line and 
T’ll add some good things to it. Yours till next 
time, ¢ Ben Trovato. 

oe 


THE ONE : SUC CCESSFUL METHOD. 

Costly cards, illuminated circulars, and all 
the thousand outside methods of advertising do 
some good in special cases, but in this progress- 
ive age, when the daily newspaper is read in 
every home, the one successful method for 
legitimate custom is by the wise use of the news- 
paper columns.—Philadelphia (Pa.) Times. 
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STEAMER EX- 
SIONS. 


ADVER bie s-5-' > 
CUR 


A Philadelphia correspondent of the 
Little Schoolmaster sends the follow- 
ing interesting recital of how the ex- 
cursions of the steamer “ Republic” 
down the Delaware River from Phila- 
delphia have been advertised: 

Manager Russell never rested a moment on 
past reputation. He kept “‘ everlastingly at it.” 
His ads were just as large during the last week 
of the last season as they were on the first day 
the ‘“‘Republic’”’ pushed its nose against the 


Cape May Pier. He spent $500 a day during 


the season. He contracted for quarter-page 
display, and twenty-line readers, with daily 
changes, in all Philadelphia papers. He re- 


served all available billboard space in Phila- 
delphia and adjacent towns. He secured thou- 
sands of windows for his lithographs, and used 
two or four spaces in every street car of the 
Union Traction system. He issued hundreds 
of thousands of “‘snipe.”” His “‘stands’’ were 
numerous, Most of them were of thirty-six or 
forty-eight sheets. Many showed a sectional 
view of the steamer, with its ‘‘vitals” exposed. 
Others were silhouettes in black or white of 
the boat ploughing the raging main; still 
others were simply letter stands in colors. The 
window and street car work delineated the at- 
tractions of the theatorium, the ballroom, the 
dining-room, the lunch bar and the good looks 
of the variety talent and musicians employed 
on the steamer. The newspaper ads were 
changed every day, the display space and the 
liners being devoted to the changes in amuse- 
ments or flamboyant descriptions of the beauties 
of the river and Cape May. 

The ‘management ”’ of the ‘* Republic” was 
perfect. A new attraction for the amusement 
of excursionists was provided every day during 
a portion of the season. Fresh vaudeville bills 
and talent and new bands were provided every 
wee Everything was conducted on the suc- 
cessful bargain store plan. The fare was $1 for 
the 300-mile trip ; the amusements were all free ; 
meals were served for fifty cents, and they 
were worth it. Sandwiches, beer, coffee or pie 
were five cents, Never was there a patron of 
the “‘ Republic ” who failed to say that he did 
not get more than he expected. The first six 
weeks of each season the steamer was operated 
for the benefit of the police pension, the fund 
receiving 40 per cent of the gross receipts. 
Manager Russell furnished all advertising mat- 
ter ; the police sold the tickets. It is unneces- 
sary to say policemen are born ticket sellers. 
The remainder of the season was devoted more 
to the patrons attracted by general advertising, 
though any organization was paid 40 per cent 
on ticket sales if the proceeds were to be turned 
into the club treasury. For the remainder of 
the season special offers were made for each 
day. Free clambake tickets were given Mon- 
day, a trip to the Delaware Breakwater Tues- 
day, an ocean voyage of 50 miles on Wednes- 
day, and so on, 


SEES NO “IMPROP RIETY | IN IT. 

I hold that there is no impropriety in a pro- 
prietor making his own portrait prominent in 
his advertising matter. There is a certificate 
of character in a portrait, and it affords evi- 
dence that the original of the portrait believes 
in himself and is not ashamed of what his face 
may reveal.—A gricultural Advertising. 
——_ 





As RUST comes on iron, so does moss on a 
long-exposed advertisement. — Advertising 
LE xperience, Chicago. 
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Th e aan 
Bulletin 


ESTABLISHED 1847. 


IS FORGING STEADILY AHEAD. 


Average daily circulation for the first four 
months of 1899: 


January, 100,834 March, 112,086 
February, 107,629 April, 117,087 


The following statement shows the actual circulation of THE 
BULLETIN for each day in the month of April, 1899: 


Bs arcoms ik i ) ee 116,300 Fi....:. 137,412 
re Sunday Bcciwe 115,664 22......119,479 
Me vidied WEST | 18. 5.5 114,891 . ae Sunday 
Bysisvien 113,185 14...... 115,073 24...... 116,180 
SP ssnxs ae: ae | ee $11,403 2...... 124.217 
Pxsncse 111,988 16.....Sunday 26...... 119,792 
ae 106;061 17... 2s 115,894 27......120,953 
Pesce. ek | eer 115,753 =28......1382,116 
ee Sunday 19...... 114,923 29......121,216 
ee 118,924 20...... 116,046 30..... Sunday 


Total for 25 days, 2,927,183 copies. 
AVERAGE FOR APRIL: 


117,087 Copies Per Day. 


Tue BULLETIN’s circulation figures do not include damaged 
or unsold copies. 
WILLIAM L. MCLEAN, Publisher. 
PHILADELPHIA, May 3, 1899. 


Philadelphia Bulletin. 
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PRINTERS’ INK” BABIES. 


The following is a complete list of 
all journals devoted to advertising 
subjects of which PRINTERs’ INK has 
any record: 

Ad Book, San Francisco, Cal. 

Adology, Detroit, Mich. 

Ads, Louisville, Ky. 

Ad Sense, Chicago, Il. 

Ad Topics, Russellville, Ala. 

Advertiser and Publisher New vos, mY. 

Advertisers’ Guide, New Market, 

Advertising Experience, Chicago, hi. 

Advertising for Druggists, North 
Mass. 

Advertising Man, New York, N. Y. 

Advertising Manager, St. Louis, Mo 

Advertising Manufacturer, Chicago, Il. 

Advertising World, ¢ ‘olumbus, oO. 

Advisor, New York, 

Ad W riter, Louis, Mo. 

y dba: ad yt tors Chicago, Il. 

American Advertiser, Chicago, Ill. 

American Medical Journalist, St. Louis, Mo 

Art and Advertising Monthly, Melbourne, 
Australia. 

Billboard, Cincinnati, O. 

Billposter-Display Advertising, New York, 
N. 


Adams, 


u.Y. 
Blanchard’s Way wo Sey It, Cleveland, O. 


Bri ains, New York, 

Canadian Printer ne Publisher, Toronto, 
Ont. 

Caxton Caveat, Chicago, Il. 

-— Austin Bates’ Criticisms, New York, 


1 Sr Union, New York, x. Y¥. 
Copy Hook, New York, N. Y. 
Country I ditor, Columbia, Mo. 
Country Pub lisher, Carnegie, Pa. 


Effective Advertiser, The Carleton Press, 
London. 
Fame, New York, N. ¥ 
Fourth Estate, New York, N. 
General Information, a dl ae a 
tates, New York, 


Good Advertising, C. 
¥. 


Harman’s Journal of Window Dressing, Chi- 
cago, Lil. 

Hell Box and Ink Can, 
Hustler, Chicago, Il 
Ideas, New Haven, Conn. 

Imp, Lincoln, Neb. 

Inventors’ Guide, Bombay. 

Iowa Editor, Perry, lowa. 

Journalist, New York,  & ¢ 

Kansas Newspaper World, Hiawatha, Kan. 
Mail-Order Journal, New —— mV» 
Mail-Orders, New York, 
Massachusetts Editor, North 
Merchant, Baldwinsville, ; es 
Michigan Bulletin, Howz ard City, 
Middleman, Chicago, Ill 
Midland Editor, Hartington, Neb. 
Missouri Editor, Columbia, Mo. 
National Advertiser, New York, ». ¥. 
National Printer- Journalist, Chicago, Ill. 


Denver, Col. 


Adz ams, Mass. 


Mich 


Nebraska Editor, Beaver City, Neb. 
New England Editor, North Adams, Mass. 


New FE ngl: and Press, Springfield, Mass. 
Newspaperdom, New York, N. Y. 
Newspaper Ink, St. Louis, Mo. 
Newspaper Maker, New York, N.Y. 
Newspaper Talk, Carnegie, Pa. 
Newspaper Union, Fort Wayne, Ind. 
Office and Sanctum, Logansport, Ind. 
Ohio Newspaper Maker, Mansfield, O. 
Our Silent Partner, Waterville, Me. 
Plain Talk, Chicago, Ill. 

Pointers, Kansas C ity, Mo. 

Temple, Texas. 


Press and Club Bulletin, 





PRINTERS’ INK. 


Press and Printer, Boston, Mass. 

Printers’ Ink, London Edition. 

Profitable Advertising and Art in Advertis- 
ing, Boston, Mass. 

Profitable Publicity, San Francisco, Cal. 

Publicity, Pittsburg, Pa. 


Publicity, Lama, Hull, England. 

Publishers’ wang Paul, Minn. 

Rocky Mountain Editor, Denver, Col. 

Shoe Seller, New York, N. 

= ag Window, Chicago, ii.., and New 
York, N. Y. 

Sugg a Oakland, Cal. 

Texas Press Bulletin, Temple, Texas. 


Up-to-Date Distributor, Cleveland, O. 
Utah Editor and Printer, Eureka, Utah. 
Western Advertiser, Omaha, Neb. 





it éoo inate 
ALLAN FORMAN’S EXPERIENCE WITH 
A HEN. 

When I “sit”? my pet bantam hen on a 
“sitting ’’ of assorted eggs most of the chicks 
were far larger and more useful than the old 
hen.—/Jow: nalist, A pril 22, 1899. 

7 
Frrenp—I “understand that in your line a 


man must be very plausible and persuasive. 
Drummer—Yes, especially when ex- 
plaining to the firm why he hasn’t sold any 


Puck 


he’s 


goods.— 
-.- 





See the Dot! 

Is the dot large ? 

Oh, no! The dot is 

small as a pin-head, 

yet you see the dot on this 
whole page because 

it is very 

conspicuous ! 

Does the dot say any- 
thing? Oh, no; it's 

only a dot. 

What a pity to put a 
senseless dot where a 
good ad read by every- 
body would be worth 
something ! 

Just so, if your ad was 
here hundreds would read 
it as you read the dot. 


You even will read this 
the second time ! 


WHY? 


(mo.) ‘6 JoURNAL ” 
ADVERTISERS. 














HOW THE WEST PLAINS 
STRUCTS ITs 


IN- 
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An 


Interesting Experiment 
at Des Moines. 


The Shannon & Mott Co., Iowa’s foremost millers, and intelligent and 
aggressive advertisers, recently made a test of the advertising value of the 
several daily papers of Des Moines. They placed an advertisement of their 
high-grade Falcon flour in each of the four dailies and in the German A nze7ger 
and Swedish Szthind. Each advertisement contained a coupon, giving the 
name of the paperused. These coupons were good for small packages of 
whole wheat flour when presented by actual purchasers of sacks of Falcon 
flour. The only paper which had any advantage in the deal was the Zeader, 
which, in addition to the coupon advertisement, contained a full page adver- 
tisement of Falcon flour, which would naturally swell the number of sales on 
the Leader's account. The coupons received showed the following sales on 
account of the several newspapers : 

Numberof Percentages 


Moengayen. Sacks Sold. of Whole. 

DAILY 4 » a ixtneecianees IoI 52.6 

EE gore g Gas eckeaaswsKamneheniene® 45 23-4 
REGISTER inne Atte MeN OdenaEre WERIRe NER 22 11.4 
a cin sca vadiccruwiewusaenesea aaa 20 10.4 
EE Ss hos tKSandedcrcneainnnaeress 2 1.04 
EY oh ovictiavaceeioncesaseeseeanded 4 2 1.04 

192 

SON A TRI Ge Oe Os 06 0:5 6:6:590:5050 4 08 one sicseesedecensseneurs Ior 
a eI 5,55. view isa hiss bansd beeen et seuaaeaeensieee gI 
on is sesso nstnneesps veeeescesiesccwen 10 
NEWS majority over 3 other dailies combined .................. I 
Uae ee ae NRC QURE Be te eso os oo ssc cccvescscseveseeccess 5 
NE WS MiAOrity Over REGIS 1 ER 2. .ocecsccscccvcccccssecseees 79 
ee gg ere 81 


The percentages above recorded substantiate the claims of the Daily 
News that its paid city and suburban circulation is greater than that of the 
Register, Capital and Leader combined, There has not been any dispute as to 
the fact that the Dai/y News has more paid mail subscribers than its three 
competitors combined. Dr. W. O. Coffee, a high class oculist and aurist, 
reports that the ews brings him more mail orders than all three of the other 
Des Moines dailies combined. 

The experiment was entirely fair. The Falcon flour is sold in nearly 
every grocery in the city, and the coupons were made good at any grocer's. 


The DAILY NEWS proves the largest circulation, and 
demonstrates its superior quality by cash orders for high- 
grade goods. Keyed advertising invariably vindicates the 
superiority of the NEWS over all competitors. It is also 
worth noting that, although other Des Moines publishers 
swear to large circulations, not one of them has press facil- 
ities for printing over 10,000 paid circulation per day. 
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LOCAL DRUGGIST ADVER- 
TISING., 

The Brockton (Mass.) representative 
of PRINTERS’ INK having noticed that 
the firm of Frank O. Randall & Co., 
druggists, were placing some convinc- 
ing ads, called upon Mr. Randall to 
obtain his advertising story. 

Although Mr. Randall said he did 
not know much of matters pertaining 
to advertising, he was perfectly willing 
to answer all questions the reporter 
put tohim. In part he said: 

“T use only the newspapers, al- 
though I think all advertising, whether 


* @000 


DOES 








MORE 
THAN 
COMING 
uP 
To 
THE 
SCRATCH. 


For a Bug Exterminator it has 
no oat and so popular is Nox- 
‘Em-All No. 1 for Bugsthatevery- 
body that !s in a positioy ‘to, trics 
to sell something they claim “just 
as good,"’ because they can make 
a few cents more. Remember 
only good things are imitatied. 
This one is guaranteed to kill 
instant! an exterminate. all 
kinds of bugs, Insects and vermin 
or your money back. Price 25c 
or 50c all complete. More cleanly 
than paste or powder, colorless 
like water, the: odor is by no 
means unpleasant. . For sale ‘uy 
all out-of town druggists or of 
FRANK 0. RANDALL & OO. 


it be circulars, billboard or newspapers, 
will pay if properly hendled. Town my 
own borders and try to gain distinction 
from the other ads in this manner. | 
change my copy every day and 4l 
ways state in what size and style of 
type I want it set. Sometimes the 
results will be better, I think, to let 
the same copy stand for a number of 
days, I write all our ads myself, and 
try to make them something more than 
a lot of red tape. It pays to make 
your ads social and interesting. I can 





trace satisfactory results from our ad- 
vertising, and if our store were situated 
we would receive 


farther downtown 
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T have never used 
novelties to any extent, but they will 


much more trade. 


pay if used right. It is as easy to over- 
do advertising as it is to underdo it. 
I read PRINTERS’ INK each week and 
get many valuable ideas from it. 
“We have used an equal space in 
the Daily Enterprise every day for 
nearly nine years and we find that it 
brings a great amount of local trade. 
We used the 7%mes one season but 
found that the /nterprise alone, be- 
sides giving a low rate for their circu- 
lation, was bringing us nearly all of 
attracted in 
k. 


our customers who were 
this manner.” E. 


A few years ago the literary monthly was 
perhaps the most important of college publica- 
tions, but to-day nearly every well known in- 
stitution has its newspaper, in some instances 
of bi-weekly publication, in a large number 
weekly, and in the case of the great universi- 
ties, of daily issue. The importance of this 
field of enterprise in the college world may be 
realized when it is known that there are at the 
present time no less than eleven daily papers 
published in American colleges, namely, the 
Brown Datly Herald, the Harvard Crimson, 
§ Jews, Pvincetonian, Pennsylvanian, 
aly News, University of Michigan 
Daily, Daily Cardinal of the University of 
Wisconsin, Pa/o Alto of Leland Stanford, the 
Caltfornian, and a paper at the University of 
Georgia.—News/aper Maker. 


- 
FAME’S VIEW. 

The common law fairly interpreted would in- 
stantly put an end to the use of the name 
“* Castoria ’’ by oily pirates. No indorsement 
of monopoly would be involved in such inter- 
pretation, Anybody would have the same right 
as now to manufacture and sell a product hav- 
ing the same effect on the human system, but 
ander another name. The patent having ex- 
pired, anybudy could make a compound ab- 
solutely the same as ‘‘ Castoria,’’ and sell it 
under a name to be advertised and made fa- 
mous at his own expense.—F ame. 




















A 


A PHILADELPHIA ADWRITER USES THIS PICT- 
URE TO ILLUSTRATE THE EXPRESSION, “* ADS 
THAT HAVE HITTING POWERS,” 
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The Evening Wisconsin. 


DURING THE YEAR 1898 





Had Contracts for Advertising With the Following 
National Advertisers: 


Ayer & Co. | 
Apollinaris Water 
Anheuser-Busch Beer 
Angostura Bitters 

Baker’s Cocoa 

Benson's Plasters 

Battle Ax Plug 

Borden’s Condenged Milk 
serlitz Schools 

Buffalo Lithia Water 
Booth’s Hyomei 

Brown's Troches 

Bromo Quinine 

Beecham’s Pills 

Columbia Bicycles 
California Fig Syrup 
Cuticura Remedies 
Castoria 

Chamberlain Med. Co. 
Carter’s Pills 

Dr. Lyon’s Tooth Powder 
Dr. R. V. Pierce 

D. M. Ferry & Co. 
Duffy’s Malt Whisky 
Dodds Med. Co. 

Dent's Toothache Gum 
Dr. Bull’s Cough Syrup 
Ely’s Cream Balm 

Earl & Wilson 

Erie Med. Co. 

Frank Leslie Pub. House 
Harper & Bros. 

Hobd’s Sarsaparilla 
Humphrey Medicine Co, 
Hostetter & Co. 

Holland Am. Line 
Hamburg Am. Line 
Herculean Oil Co. 
Horsford’s Acid Phosphate 
Hire’s Root Beer 


HORACE M. FORD, 


ROOMS 1206-7, 
112 Dearborn Street, 
CHICAGO. 


Western Representative. 


Hunyadi Janos 

Ivory Soap 

Jenness Miller 
Kingsford’s Starch 
Ladies’ Home Journal 
Lydia Pinkham Co. 
Lehigh Valley R.R. 

Lea & Perrin’s Sauce 
Liebig Extract of Beef 
McClure’s Magazire 
Munyon’s Remedies 
Mumm’s Extra Dry 
National Biscuit Co. 

Old Crow Whisky 

Pyle’s Pearline 

Pyramid Drug Co, 
Postum Cereal 

laine’s Celery Compound 
Parker’s Hair Balsam 
Peruna 

Piso Co, 

Pall Mall Electric Asso. 
Pond’s Extract Co. 

Pink Pills 

Price Baking Powder Co. 
Ripans Tabules 

Royal Baking Powder Co. 
Sap lio 

Scribner’s Magazine 
Scott’s Emulsion 

Stuart’s Tablets 

Sanden Electric Belt 
The Goodyear Co, 

Trix Co. r 
Thomson & Taylor Spice Co, 
Winslow’s Soothing Syrup 
Warner’s Safe Remedies 
W. L. Douglas 
Woodbury Ss Derm. Inst. 
Youth’s Companion 


CHAS. H. EDDY, 


10 Spruce Street, 
NEW YORK. 


Eastern Representative. 
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ONE MAN’S PLAINT. 


From a long, long article in /’an-A merira,a 
Philadelphia monthly, which the writer thought 
Printers’ Ink would like to republish, the 
Little Schoolmaster extracts the gist of the 
man’s complaint : 

The writer, who is an advertiser, has sought 
at certain periods to place from five to seven 
small advertisements in different portions of a 
Chicago paper. The ads were all worded alike, 
the object being to secure the attention of more 
readers than one advertisement would secure. 
One was written for that column entitled 
** Schools and Colleges ’’; another for the col- 
umn entitled “ Instruction’; for the reason 
that the writer presumed that a certain number 
of people looking for “‘ instruction ’”’ might see 
the class headed ‘‘ Schools ”’ and not look fur- 
ther, and a certain number of other people 
might look only under the head of “ Instruc- 
tion,’’ not knowing there was a separate column 
containing the same sort of advertisements 
entitled ‘‘ Schools.’”?’ Therefore, to reach 
ple who see only one classification, as well as 
to reach other people in other departments of 
the papers, the insertions were prepaid for de- 
partments named, and the copy clearly marked 
where each was to be placed, and yet when the 
paper was issued there were two of these ad- 
vertisements, both worded alike, one right 
under the other, appearing in but one of the 
classifications (either ‘‘ Schools and Colleges ”’ 
or ‘‘ Instruction ’’) with no advertisement of 
the writer’s whatever under the other heading, 
while the other advertisements were scattered 
about the paper under classifications for which 
they were not paid and where they would not 
reach people who wished instruction. Upon 
complaint to the manager of the paper the 
writer was told that the paper was published 
for the benefit of its readers, not its advertis- 
ers, and that the management placed an adver- 
tisement in whatever classification it saw fit. 
This is the same argument of the manager of a 
Pittsburg daily when the writer complained 
about two advertisements which, when the 
money was forwarded with the copy, had been 
plainly designated for insertion under certain 
different departments, but were neverthele 
placed together, one directly beneath the other, 
under the heading of ‘* Agents ’’—a department 
never referred to by the people whom the ad- 
vertiser, in the last-mentioned case, desired to 
reach. There is no doubt that a newspaper has 








€0- 
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prior opportunity of knowing where it is going 
to place them. In other words, it has the priv- 
ilege of refusing to place an advertisement 
where an advertiser directs. Bnt the point the 
writer particularly wishes to make is, that it 
has no right to place an advertisement in a de- 
partment not designated while retaining the 
money ; or, to make this still plainer, where a 
newspaper publisher receives an advertiser's 
money for a certain purpose and keeps that 
money without fulfilling the desire of the ad- 
vertiser, then that newspaper virtually commits 
larceny—that is, to put it in plain English, it 
steals that money. What the newspaper should 
do, in the event of receiving prepaid advertise- 
ments for any stated classification, is either to 
place them as marked, retaining the money for 
same, or else to refuse to insert them, returning 
the money to the advertiser or holding it for 


his further decision after notification. 





— 
HIS ADVERTISEMENT REFUSED. 

A good story is told at the expense of 

Poughkeepsie’s ex-mayor, J. Frank Hull. The 


State Committee of the Young Woman’s 
Christian Association recently wrote to Mrs. 
Hull, soliciting her aid in securing a page of 
advertising for the report of the association. 
Mrs. Hull handed the letter to her husband, 
who promptly forwarded to the State Secretary 
copy for an ‘‘ad”’ to be inserted in the report, 
accompanied by a check for $10, The copy, 
which wasa form used by Mr. Hull for general 
advertising, read like this: ‘‘ Duchess trousers 
never rip! You should wear ’em!” A few 
days later the copy came back with a letter 
from the secretary stating that the advertise- 
ment wasn’t exactly suited to the publication.— 
Saugerties (N. ¥.) Telezraph. 


> — 
IN MEXICO. 

“Strangers sometimes mildly wonder what 
newspapers or sheets of blank paper are tied 
on the windows or balconies of certain houses 
for,”’ says the Mexican //era/d (City of Mexi- 
co). *‘A sheet of paper thus arranged is a 
sign meaning that there are rooms to rent in 
the house on which it is displayed, and is just 
as significant in its import as three golden 
balls over a pawnbroker’s shop are in other 
countries,”” 








- > — 
THERE is money in plenty for those of our 
local merchants who will publicly ask for it in 








the right to place advertisements where it a business-like way.—-// estchester (/'a.) Re- 
pleases, providing it gives the advertiser the fudlican,. 

“ Ron | t 0 A th 99 Did you ever notice when reading, 

Nl 0 fie no er. especially at night, how .the letters 

“run into one another?” Close your 





Telephone 236. Ford Hotel Block. 


eyes for a moment; draw on the RE- 
SERVE FUND of your nervous energy; 


the letters “brace up” and you read 
again with ease. A moment later 
comes another call for nerve force. 


Why not let glasses do this work and 
use the wasted power to relieve head- 
aches and other attendant ills? 


B.Pratt 


‘Dr Gekeutetyy 


PHOENIX 











AN OPTICIAN’s EFFORT. 
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Wlhe 
colNaSLIVAll@ce 
BANKCRr 


TENNESSEE’S LEADING DAILY 


28 Years Old Last 
Monday. 


Tennessee is one of the most prosperous States in the Union, 

Nashville is in the center of the State, and is its Capital. 

The 1899 City Directory estimates the population to be 135,000. 

THE BANNER is the only afternoon paper published in Nashville. 

THE BANNER is Nashville’s most popular newspaper. 

THE BANNER is the only Nashville paper that swears to its 
circulation. 

THE BANNER’S net sworn circulation exceeds 15,000 daily. 

THE BANNER publishes more advertising than any other Tennessee 
new spap r. 

THE BANNER occupies the handsomest exclusive newspaper building. 

THE BANNER owns and operates the most complete newspaper plant. 

THE BANNER’s influence is the greatest 

THE BANNER is a high-class newspaper and sells for 5 cents. 

THE BANNER is the only Nashville paper covering the whole field, 

Tue BANNER guarantees double the circulation of any other Nash- 
ville daily. 

THE BANNER is the favorite with both local and foreign advertisers. 

THE BANNER’s advertising rates are reasonable. 


NASHVILLE BANNER, 


NASHVILLE, TENN. 
E. M. FOSTER, BUSINESS MANAGER. 





NEW YORK OFFICE, - 150 NASSAU STREET, 
S. S. VREELAND, REPRESENTATIVE. 
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DEVELOPMENT OF ADVERTISING. 

Advertising is as old asthe world. Its forms 
have changed, but its fundamental idea existed 
at the most remote times. Since the appear- 
ance upon the face of the earth of the buyer 
and seller, the latter has felt the need of writ- 
ing in favor of his merchandise. 

Signs and writings have always been in use, 
and were the first steps in advertising. 

Publications such as the expression of the 
sovereign will of kings and prophets, were 
made known to the ancient people of Israel by 
writings on parchment affixed to the posts of 
the city. At the commencement of the Christian 
Era, the Passion plays were announced in the 
same manner, and the recent excavations with- 
in the walls of Pompeiiand Herculaneum have 
furnished proofs that this mode of advertising 
was much used. Thus in the principal city an 
advertisement was painted ona part of the wall 
that announced the approaching opening of the 
hot springs, which wou Id be accompanied by 
tilting and deer combats, while opposite a 
fountain of scented water would play. 

A primitive mode of advertising in use among 








the Romans consisted of applications in relief 
upon the arches bordering the openings of the 
windows. 

The ancient proverb, “No sign to good 


wine,” is explained by the custom of the Rom- 
ans to suspend a garland in the places where 
one could sacrifice to the God of Wine. The 
suspended handle of a jug indicated a tavern, 
the place where the vulgar came to pay their 
tribute to the bottle. 

Pliny the Younger speaks of a poet who 
spread flying leaves to announce the appear- 
ance of his works, and the booksellers pasted 
upon the front of their shops a paper naming 
the titles of new books. 

Certain advertisements were traced on tablets 
of waxand suspended to pillars or walls. Not 
only the pen and chisel served to trace an- 
nouncements and sculpture signs, but the hu- 
man voice contributed its concourse. The ety- 
mology of the Latin verb c/amare (to cry) suf- 
ficiently proves this. Even in mythology 
find the public crier. When Psyche hid her- 
self, Venus ordered Mercury to fulfill his fune- 
tion of public crier of the gods, to ap gs a 
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one. She gave the god-crier a little book, con 
taining Psyche’s name and a minute descrip- 
tion. Mercury descended to earth, mixed with 
the people, and announced, in a loud voice, the 
disappearance of the daughter of a king, ser- 
vant of Verus, adding that the one who could 
restore her or tell the place of her retreat would 
receive eighty-four kisses from Venus. 

In the Middle Ages the crier carried a horn, 
which was, later, replaced bya bell. In 1258 
the criers of France obtained from King P hil- 
lippe Auguste the right of constituting them- 
selves into a body conser ing always the Latin 
denomination of ‘* Praeco.”’ 

The crier represented in those times the only 
living advertisement, and the merchants placed 
them at their doors to boast, in a noisy man- 
ner, the excellent quality of their merchandise. 

As soon as the art of printing had spread its 
blessings, the publishers used the books which 
they sold as an advertising medium, covering 
them with announcements. 

One of the early advertisers was a London 
ironmonger, Jonathan Holder, who gave a cur- 
rent price list of the articles in his shop to each 
of his clients whose purchase exceeded the sum 
of one pound. This advertising was considered 
as a dangerous innovation. Where, it was 


asked, would merchants who wasted so much 
money in printing end ? 
ie Journal General d’ A ffiches and the 





ad’ Amsterdam, which latter, even 

now, enjoys a flourishing existence, were the 
first public journals. 

Little by little advertising gained ground, 


covering whole pages, until, in our day, it 
forms the principal resource of all journals. 
Publicity has become the pivot upon which the 
whole existence of the journal turns, It is the 
kernel, and upon it depends the vitality.— 
Nouvelle Revue. 
>> - 

TRUE ENOUGH. 

If your “‘ad”’ recites an interesting fact in an 
interesting way there is no reason why people 
should not read it with the same avidity that 
they do anything else between the covers of a 
magazine.—What to Eat. 








es liipeclne 
An ad all displayed is not displayed at all.— 











reward to the one who would restore the lost A/a‘ Orders, New York 
COUCHS. ASTHMA. 

Do not neglect a Cough Foley's Honey and 

or Cold, as delays are of- Tar isguaranteed to give 

ten dangerous. Foley's prompt relief in all cases 

Honey and Tarisa of Asthma. Do not class} 

[pleasant, safe and sure this with other medicine 

cure. Contains no opiates that has failed to give’ 

and is guaranteed. you relief. 

CONSUMPTION. LACRIPPE. - 


Foley's Honey and 
Tar does not hold out 
false hopes in advanced 
stages, but claims to give) 
relief in the very worst 
cases, and in early stages 
to effect a cure. 


If you have had the Grip 
you probably need a re- 
liable medicine like Foe 
ley’s Honey and Tan 
to heal your Jangs an 

stop the racking cough] 
incidental tothis disease 





CROUP. 

Thousands of infants 
and children die yearly 
of Croup, every one of 
hese innocents could 
ave been saved had Fo« 
ley’'s Honey and Tar 
been given them in time 








PNEUMONIA. 
Dr. J. C. Bishop, of Ag- 
new, Mich., says: “I have 
used Foley’s Honey; 
and Tar in three very] 
severe cases of Pnenmo-| 
nia the past month, with 
good results.” 














A GOOD 











EFFECT. 
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> Los Angeles 
y Cimes 


: Daily Average Circulation « 25,880 


WV (March, 1899), 


WW Sunday a ere Gee 35,512 


NV Guaranteed by Advertisers’ Guarantee Co. 

NV, Covers Southern California and adjacent 
NY, Northern Mexico, Arizonaand Nevada Territory. 
Ww The Times gained some four thousand of 
WW its daily circulation by its original system of 
\( daily delivery to country homes, distant, in 
W some cases, ten miles from a post-office. 

VV This is possible only in a country largely 
\( settled by prosperous fruit growers, and rich 
\ Y health and comfort seekers, able and willing to 


WW buy and pay. 
Vv You can completely cover this rich field 
by advertising in the Times alone. Rates low. 


\(/ WILLIAMS 6& LAWRENCE, Eastern Agents. 


. ) 81 and 82 Tribune Building, New York. 
\V + 87 Washington St., Chicago. 
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THE INTRUSION OF ADS. 
Lincotn, Neb., April 24, 1899. 
Editor of Printers’ Ink: 

I have read with interest the speech of Mr. 
St. Clair McKelway before the Sphinx Club, 
reported in Printers’ INK of April igth. But 
although I have the greatest respect for the 
ability of the editor of the Brooklyn Zag/e, I 
can not agree with his views. His fear that im- 
proper or deceptive ads might appear amid 
reading matter is without foundation, so far as 
respectable publications are concerned. But if 
the publication is not respectable in itself, the 
ads will do no more harm than the reading mat- 
ter. I findno more foundation for the argument 
that the literary and artistic appearance of news 
and editorial pages is deteriorated by the intru- 

sion of ads. I believe the contrary to be the 
case. The ads, especially those of general ad- 
vertisers, contain nowadays good reading mat- 
ter, and their typographical appearance changes 
in a pleasing way the uniformity of print. 
There are exceptions, of course ; and therefore 
a publisher ought not to make arrangements 
for the insertion of ads into reading matter 
without consulting the editor and the foreman 
of the typographical department. 

Mr. McKelway calls the demand for the in- 
sertion of ads on news and editorial pages a 
** forcible entry,’’ and even compares it to burg- 
lary. But he is not aware of the fact that ad- 
vertisers are asking for this position of the ads, 
that they make an agreement for it and pay for 
it—something which burglars never do. If 
Mr. McKelway thinks placing ads in his news 
and editorial pages is a “ forcible entry” 
he ought to tell that to his publisher, who is 
in collusion with those ‘‘ forcible enterers,”” 

Mr. McKelway’s examples to show the in- 
appropriateness of placing ads amid news and 
editorials are not well chosen. No good news- 
paper has ads on the editorial page and certain 
ly has no editorial inthe middle of an ad. An 
editorial on hard times can very well be placed 
near to an ad for spring openings, for whoever 
wants to buy some of the advertised goods and 
has the money to pay for them will do so, hard 
times or good. And he who really has hard 
times will not buy them even if you publish 
the most convincing editorial that we have good 
times all over the country. Just as well can 
food products be advertised on the same page 
where an editorial on the bad consequences of 
over-eating is published. A man has no need 
of over-eating, even if he buys the very best 
food. As for the third example, for a paper 
which publishes “‘ moral homilies on total ab- 
stinence’”’ it is improper to accept ads for 
champagnes. 

The weekly paper of which I am editor has 
so many ads that we are forced to put many of 
them in the news and literary pages—leaving 
only the editorial page free of them—and it 
does not hurt the contents or the appearance of 
the paper in anyrespect. Of course there is no 
space in the paper for inappropriate or in- 
artistic ads. B. HERMANN, 

Editor Lincoln Freie Presse. 
TO BE COUNTED. 
Office of 
Tosacco TrApDEs PusLisH1nG CoMPANy, 
21 Vine street. 
3oston, Mass., April 26, 1899. J 
Editor of Printers’ Ink: 

You say in your issue of April 26th that the 
Cigar Store is the first publication to devote 
itself to the dealers in cigars, tobacco, etc. We 
wish to call attention to the fact that 7odacco 
Trades 
volume, 
retail dealer. 


WANTS 


, which has just entered upon its third 

is and always has been a paper for the 

Yours truly, 

Tosacco TRAvDEs CoMPANy, 
Per Crosby. 
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THINKS IT PLEASING. 
Boston, Mass., 
Editor of PRintTErs’ 


1899. 


April 27, 
INK: 





~ Don’t you regard this as a pleasing and 
effective ad? BowMAN. 





IN BOSTON, 
3osTON, Mass., April 29, 1899. 
Editor of Printers’ INK: 


For some years it has been the custom of 
Jordan, pe ae & Co. to hold an annual ex- 
hit ition of paintings, including some fine 
examples of the work of American and foreign 


artists. A whole floor in one part of the build- 
ing is set apart for this purpose and the room 
especially arranged for the best results when 


the pictures are hung. The latest exhibition 
lasted a month and attracted an immense 
number of the best class of people. The prin- 


cipal value of the exhibition was the great m: iss 
of press notices that the firm received from the 
best papers in New England. Its success im- 
pelled another firm, Houghton & Dutton, to do 
wie. But the lack of a good press agent 
to handle notices and of an artist at the head of 
the exhibit, as the other firm had, prevented 
them from securing as much public ity as they 
might have had. Now come Pitts, Kimball & 
Co. with a free theater for their patrons. It 
consists principally of motion pictures on the 





biograph. Some time ago they presented the 
Passion Play, but now the subjects are of a 
more modern nature 
N. Ho_iuinGswortH, 
o> 
IT WAS REFLECTED. 
jostoON, Mass., April 29, 1899 
Editor of Printers’ INK: 
At Brattleboro, Vt., the other day, I noticed 
a billboard ad of the Albany, N Business 
College, located at the edg of a large pond of 


The re Section of the billboard 
its unique lettering could be clearly read 
in the water. Why is not this a case of “ get- 
ting two pages for the price of one”? Very 
truly yours, Gro. W. Butt, 
Adv. Mgr. 


SU PERFLUO OUS LAW. 
ight law is all bosh,’ 
exuberant young writer. ‘‘ Just a 
m ake money.”’ 
‘1 thought it an excellent law. 
“Bah! It’sa fraud. I never copyright my 
stories and no one ever steals them.”—Detroit 
Free Press, 


calm water 
with 


> said the 
scheme to 





” 
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CAN’T BE EVADED. 

There is one question which every advertiser 
or intending advertiser is entitled to ask, and 
no honest publisher can afford to evade or 
dodge it. It is the number of copies of the 
publication circulated. Only those advertisers 
who are willing to be fooled or who think they 
are throwing their money away, anyhow, have 
confidence in the vague and indefinite re plie sto 
such a question vouchsafed by publishers who 
can not meet it squarely and prove the truth of 
what they say if required. What would be the 
opinion of a manufacturing jeweler’s wares if, 
when asked the fineness of the gold of which 
they are made, he should answer: My dear 
sir, it is the finest of any gold used in the trade 
and the karats are the best and most reputable 
karats in the business. We don’t put any karat 
marks in our goods, because others have it in 
theirs, and you know as well as we that some 
of these marks are fraudulent and some manu- 
facturers employ them as a means for swind- 
ing All ‘such talk is simply a device for 
i a fault that should damn the goods, 
and most jewelers are sensible enough to inter- 
pret it correctly. The same rule can be safely 
applied to the value of newspapers for adver- 
tising purposes. The publication which has a 
circulation that deserves unlimited patronage is 
foolish to conceal it; for it can gain much and 
lose nothing by disclosing the fact. Every ar- 
gument, however ingenious, that is intended to 
le id the i inquirer away from a fact of such im- 
portance is a confession that concealment 
would be more advantageous than the truth.— 
J-welers’ Weekly. 


ain +o = 
ADVERTISING A BOOT TREE. 

\ correspondent of Printers’ INK writes: 

Mr. L. H. Leadam, of 80 Wall street, New 
York, is the inventor of a patent boot tree, or 
last, for use by the general public. Mr. Leadam 
has original views about advertising. He 
does not advertise in trade papers, magazines or 
newsp nor by means of outdoor publicity, 
But he gets circulars printed at ninety cents per 
thousand, and these he sends in bulk to a num- 
ber of dealers throughout the country, 
prints their names and addresses thereon, and 
sends them a pair of “* boot trees ” free, so that 
they may show them to their customers. He 
stocks up the dealer with pairs for sale, and 
particul ole stipulates that one of his circulars 
shall be inserted in every pair of shoes that is 
sold. In this way Mr. Leadam gets his goods 
introduced to the consumer—rather a slow way, 









ome 


ipers, 


shoe 


it is true, but still it costs him only ninety cents 
a thousand to do it, and the price of a pair of 
lasts. Mr, Leadam has not yet figured on how 
long it takes the average shoe retailer to sell 
a thousand pairs of shoes, but he is hap py be- 
cause he thinks that he has struck a bright and 


riginal way of advertising to the general pub- 
lic Another advertising fad that Mr. Leadam 


follows is that of demonstrating, at spasmodic 
intervals, the uses of his boot tree in large shoe 
stores. lam free to admit that there is a deal 





strating, because many 
explained at one time, but | 
any great sales will ever be 
Leadam’s ** circular’? methods 


eG PS ae 
COULDN'T HELP SAYING IT. 

** Dearest,” asked the confiding girl, after 
her usual manner, “am I really your first and 
only love ?’ 

“No, darling,” said 
“ : 

but you are something 
dianapolis Journal, 


A **POND’S EXTRACT” READER. 
Can honor take away the grief of a wound? 
No.’”’—Henry IV., Act III, Scene 1. 

But Pond’s Extract can take away the pain, 


in the practice of demon 
can see the article 
do not think that 


traced to Mr. 


druggist, 


’—In- 


the young 
just as good,’ 
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ADVERTISING EXPENSE, 

The advertising appropriation of the largest 
New York stores varies in accordance with the 
class of trade catered to. The “‘ high-class” 
stores insist upon conservative newspaper ane 
nouncements which require very littie space, 
Hence the advertising of these concerns costs 
comparatively little. The ‘‘ medium ”’ stores 
are generally represented in the Sunday news- 
papers by announcements which cover from a 
half to a full page, in addition to the quarter 
to half-page spaces which they fill in the dai- 
lies. It has been calculated by the advertiser 
of a large store that in order to cover the field 
properly—in order to reach all desirable classes 
ot readers in and around the metropolis—a 
firm must contract for space in at least five 
newspapers. The accumulated cost of adver- 
tising placed in this way amounts to $o9 per line. 
Two and one-half per cent is regarded by many 
merchants as the ideal advertising appropria- 
tion, while others who base their success upon 
most extensive advertising do not consider five 
per cent too much.—Dry Goods Economist. 

Sn SO 
OFFE RS TH THAT WERE REFUSED. 

Remarking on the fact that it had just re- 
ceived a 244d. stamp frcm New Zealand, on the 
back of which was an advertisement of sewing 
machines, 77s Bits says: 

We believe some advertiser offered to print 
free of charge all postage stamps in Great 
Britain, provided he was allowed to let out the 
back for advertisements. somebody else offered 
before the last census to print all the census- 
papers, paying for everything, printing, paper, 
all expenses, for the sake of the space on the 
back. The Government does not want to enter 
into competition with honest taxpayers like 
paper proprietors, and accordingly declined. 
Another curious offer of this sort occurs te us. 
The owner of a huge retail establishment in a 
comparatively short thoroughfare offered the 
local authority to repave it and keep it in re- 
air free of charge for fifty years, providing 
they would allow it to be called after the name 
of his shop. This enterprising suggestion was 
also refused. 

ae 
WHAT SHE NEBDED 

“The man I marry,” she said, “‘ must have 
no bad habits. He must be handsome, manly, 
loving, generous, liberal, thoughtful ”’ 

* Miss Frieze,” he interrupted coldly 
should marry a department store.”— 
delphia North American. 











‘you 
Phila- 








THIS INGENIOUS MAP, SHOWING THE PACILIT- 
LES OF MINNEAPOLIS AS A RAILROAD CENTER, 
HAS BEEN PRODUCED IN THE OFFICE OF THE 
MINNEAPOLIS “‘ JOURNAL,” 
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CREATING WANTS. 

Wants of which they have no present idea 
can be educated into people. Of a dozen stores 
on a street that one will do the most business 
which most successful in creating an im- 
pression in the minds of people - they want 
its wares. This is the mission of advertising, 
and a good advertiser can sell readily by this 
means what a rival store which does not adver- 
tise will find only dead stock. By its aid some 
who quote prices will sell goods even though 
others who do not advertise may offer tne same 
things over the counter at less figures.— }/es¢- 
chester (Pa.) en 


is 


WHAT E CONOMY ME FANS 
Economy ia advertising does not mean n. cheap- 
ness. It means investment that will bring the 
dollars back—results.—Chas. Seth Brown, 


ee 
Classified Advertisements. 


Advertisements esher oe head two linesor more, 


without display, 25centsa line. Must be 
handed + ove week in advance 
WANTS. 





YTEWSPAPER artist and . artoonist of ho de- 
sires position. “H.T. W.,” Printers’ Ink 
RIGHT, original ed. tay spec ial writer wants 
employment. “ MODIRATE,” Printers’ Ink. 
’ ANTED—Second-hand Gordon job press, 

must be cheap. Address “ N.,”’ Printers’ Ink. 
YERFECT haif-tone cuts, ‘1 co 1., $1; larger, 10e. 

per in. ARC ENGR AVING CO., Youngs- 
town, Ohio. 


Wt 


yt 


\ 





pressman wants position. First-class 











fo an do mereoty ping. Will go any 

where. Address “ W. P.,” care Printers’ Ink. 
DVERTISING man wants position as man- 
‘ ager, cashier or bookkeeper; write good 
ads. City experience. ‘** SLUG 7,” Printers’ Ink. 
DVERTISING Ideas Wanted. New sugges- 





4 tions on illustrating and eran Sy Ortse- 

meuts for silverware. “ MANAGER,” Box 753, 

Meriden, Conn. 

W ANTED-~—Case of bad health that R*l'P*A‘N’S 
will not benefit. Send 5 cents to Ripans 

Chemical Co., New York, for 10 samples and 

1,000 testimonials 


K LECTROS ; 





small and medium sized, suitable 

4 for my ‘busine ss, second-hand and cheap. 
Send proof and price. BURNs, the Druggist, 
Bernardsville, N 


YELIABLE man, 30 years of age, married, 

\ wants permanent position with good ike e 
as foreman of job mp A office. 8 ..C. or 
Va. preferred. W. WILLIS, Lake Hall, Fila. 


\ ANAGER to conduct the advertising of a new 
“ medicine, Energetic young man wanted 
at moderate salary, familis ur with N. newspa 
per rates, ete.,.me thods of distribution a! all de- 












tails. Address “J.,” care Printers’ In 
LONG established trade journal, having the 
largest circulation and advertising patron- 





ave in its fleld, wishes tomake ar: 
resident «dvertising representativ 
cities o nufacturing centers, 


LISHER,” P. O. Box 10: 

cys DERS for 5-line advertiseme nts 4 weeks $10, 
nieS Wisconsin newspapers : 100,008 circula 

tion wee ny 3 other Western weekly papers sume 

talogue HICAGO 


gements wich 
ves in all large 
Addiess “ PUB 
»w York City. 

















rat ( on applic ation. C 
NE WSP ‘Dp ER UNION, 10 Spruce » New York. 
This price includes PR RINTERS’ INK ton one year, 





pre sLICITY writer wishes position as manager 
or assistant with good concern, orad depart- 

ment in newspaper office. Able yrcible writer, 

thorough etude ent of matter. Finest education 









best training in practica! mercantile life—experi 
eneoe as journalist, speaks se ul languages—not 
afraid of hard work andlong hours. Sal 'y mod- 
erate, Address CHAS. J. ZiNGG, Printers’ Ink. 


+o 
A DVERTISING. 


HU ~h ape AD- 
1227 Market St., Phila 


SIGN 


IULLITIN, fence and wall. 
SIGN Co. 





PRINTERS’ INK. 





BUSINESS CHANCES. 
ANT to buy or sell a good publishing busi 


W 


ness? E. P. HARRIS, 150 Nassau St., N. Y. 


AD EDITORS. 
yo send us your copy ; we edit and criticise 
it. Write for booklet. 


THE PUBLIC EYE, 
Box 413, Madison, Wis. 








‘HIS PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTING INK 

CoO., Litd. 10 Spruce St. 

to cash buyers. 





New York. Special prices 





—_— - 
ILLUSTRATORS AND ILLUSTRATIONS. 
W E have large line of stock cuts for newspa- 

per use, strictly high grade. Get our cat- 
alogues. BARNES = CROSBY CO., Stock Ex- 
change Building, Chicago, III. 
<o 
SPECIAL NOTICE. 
\ R. FRANK F. BAYNON, 94 Tribune Building, 
4 New York City, has been ey) oe ~d special 
agent of the MEXICAN HERALD, City of Mexico, 
Mexico, tor territory east of Butfulo, 





ADVERTISING PLATES. 


YOLUMBIA plates print. like type. Let us bid 


( 


on making your advertising plates, and 
you'll stay with us, satisfied. COLUMBIA PRESS 
ASSOCIATION, 150 Worth St., New York. 


PRINTERS 


PETIT billheads for $1.50. Sample free. 
35,0007; LSTABROOK. Marlboro, amr 


F you area believer in printing that make 





sa 





hit, it will pay you to send your order te THE 
LOTUS PRESS, Printers, 140 W! 23d St., N.Y. y 
saa «or -_ 
NEW JERSEY DAILY. 
$14,000 Daily, week! 





| ae SALE yand fine aif 
office, pays $5.000 or more a year ’s all 
right ; has been thoroughly ex umined by one “of 
my travelers. Write in confidence C. F. DAVID, 
Abington, Mass, 
have other good propositions, dailies and 
- weeklies, in New Jersey and nearby States. 


NOVELTIES. 
by CHICAGO ENVELOPE 
Mich. 


—>> 
ADVERTISING 
D Poses LTIES m jade 
4 CLasP Co., Buck 
ETTER opener ; ni ed steel; ad stamped 
on handle. H. D. P HE LPS, Ansonia, Conn. 


DVERTISING novelties that are novelties. 
é Notrash. High-grade goods at low prices 





4 


te for samples bane catalogue. — W HITE- 
HEAD & HOAG , Newark 
See announcements 


ie the purpose 


of Advertising Novelties. likely benefit 


to 





reader as well as advertiser, 4 lines will be in- 
gserted under this head once tor one dollar 
—_ aaa 
MISCELLANEOUS. 


We have as re goods 


Wie for gentlefolk. 
The list is too 


as your money can buy. 





long to publish, will send it fora olen ul. (. E 
SWEZEY, with Brotherhood Wine Co., N.Y. City, 
RGENTHALER OPERATORS--Have your 





E 
Nl matrices worn so that hair lines are begin 
ning to appear? Send $1 and I will tell you pow 
to stop them for a of years. W.J.PA 
RETT, Danville, 


1 SOC COPIES of 


“One Hundred Successful 

Advertising Schemes and Sugges- 

tions” have been sold inthree months at $1 each. 

Second edition a r ady *rice reduced to 

50 cents, Order a copy to day. EDWARD R, 
6G Alt DNER, Atlantic, 

_ GREAT ROUND WORLD offers space for 





lowa, 
sale. iblished every Thursday since No- 
vember, 1896. Aithough it’s‘ The Yourg People’s 
ve wspaper,’’ edults read it eagerly. Guaranteed 
cireu lation, twenty thousand weekly. Chie ~ J 
direct subscriptions. It’s a medium worth your 
attention. THE GREAT ROUND WORLD CO., 

150 Fifth Avenue, New York 











aa | 
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NEWSPAPERS WANTED. 


E AST and west by Clients of C. F. DAVID, con- 
fidential new — r broker, on Mass. 





NE WSPA PER RB RGA INS. 


31 ad 00 BUYS a great daily proposition 
Vs in Massachusetts. $12,000 quick 
press and stereotype outfit. Reasonable terms to 
reliable man. 

Dailies and weeklies in all parts of the United 
States, also some part interests for cas 

Write for my special list, give ideas as to what 
you want, about how much cesh you have to pay 
down 

C.F. DAVID, ¢ onfide ntial brokerin newspape rs, 
Abington, Mass , 27 years’ experience 

ee 


BOOKS. 


66/ XE HUNDRED SUCCESSFUL ADVERTIS- 
ING SCHEMES AND SUGGESTIONS” 
book copyrighted). Second edition. One pur- 
*haser writes: “I have bought a great many ad- 
vertising ideas and schemes, paying as high as 
@5 for one heme. I find your book contains 
them all,together with many others that a 
yielded me more profitable returns.’ 
seheme in this book has been tried and found t , 
be profitable. Some of them wi h three hours’ 
work have made $25; others with ore or two 
weeks’ work have brought in $300 to 2500. Itis 
not claimed that these schemes are new or orig 
inal—they are simply the cream of the most 
profitable schemes and i eas used by the best ad- 
vertising workers in this country They can 
nearly all be worked in any town and in any 
printshop. The explanation makes each scheme 
easily understood and worked. The reduced price 
should place a copy of this book in the hands of 
every printer, publisher, solicitor and adman in 
America. There need be no dull seasons, laying 
off hands or unemployed days with this book in 
your possession. rice was $1,now 50 cents pre- 
paid (money order preferred). EDWARD R, 
GARDNER, Publisher, Atlantic, lowa. 


+o 


IDVERTISING MEDIA 














29 PER INCH, per year, for foreign ads in 
>a CHIEFTAIN, Enterprise, Oregon. 
MERICAN HOMES, Knoxville, Tenn.; 1 ae -$1, 
including 40-word ad. Disp. lic ag. 
( WORDS, 5 times, 25 cents. VF NTERPRISE, 
4 Brockton, Mass. Circulation exceeds 6,000 





A DY ERTISERS' GUIDE, Newmarket J. @e. 
4 line. Cire’n 4,000, C ‘lose 24th. Sa: ne free 


oe 3NS that sell goods. _ The kind we make. 
Samples free. RONEMOUS & CO., Balto., Md. 


NY person advertising in PRINTERS’ INK to 
4 the amount of $10 or more is entitled to re- 
ceive the paper for one year 
T= ROCHESTER COURIER isa live weekly, 
printing 1,700 papers each week, in a busy 
manufacturing town of 9.000, COURKLER PUB- 
LISHING CO., Rochester, New Hampshire. 
6 lie VIRGINIAN-PILOT, of Norfolk, Va., has 
twice many paying subscribers as any 
other paper published in Eastern Virginia or 
North Carolina RALPH McKEE, New York Rep- 
resentative, Times Building. 


KF ARM AND TRADE guarantees 15,000 monthly 

circulation for the year 1899. Home paper 
of the most prosperous and intelligent farmers 
ind breeders in the South, Advertising rates 
casopable and furnished on applic: ae 329 
Church St., Nashville, Tenn, (Formerly of ¢ hat- 
tanooga). 


. i FOR 5c. per line. Live te mperance 
20,000 FOR to.) reaching moral class ; cir- 
culates in every State in Union. Novel scheme, 
bring ging paid in-advance subscriptions by thou- 
sands, Res vay ae adve ans: rate, 10c. line ; sne- 
cial rat > for May onby 5 eents, cash with order, 
Close oth, THE EDIT yn, “Oe ean Grove, N. J. 


ROUT seven eighths of the advertising done 
failsto be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it im the 
right papers, ad Cae sing will pay Corre- 
spondence solic Address THE GEO. P. 
ROW ELL ADV LRTISING AGENCY, 10 Spruce St., 
New York, 















A GREAT DAILY. 


OR SALE—Within 100 miles of Chi 
year’s business $17,5 Ex 
plani, price $30,000, thought before J 

a reduction will be made. County seat, heavily 
Republican and the paper is a power. City grow- 
ing fast. A great chance. Speak quick. C. F. 

DAVID, Abington, Mass. 
FOR SALE. 


yrok SALE—Ten R‘I°P*A‘N’S for 5centsat drug- 
gists’. One gives relief. 

















= op : -A Thorne Typesetting Machine in 
rder, ¢ “Tt 4 and on easy payments, 
cou RAN GU ARDIAN, New Castle, Pa. 


. O00 NAMES, bona fide, representing naote 
Ds of families in 11 Western West Vir- 
og ~ e ae and 250 towns, farming class, price 

VEED &SMOOT, Box 161, Parkersburg,W.Va. 


For SALE—Whole or half interest. Only Sun- 

day newspaper city 45,000. Large circulation 
and big paying plant. Less than #5,000 required 
for whole interest. Big bargai”, if t taken at once. 
Address CHAS. W. OAT HOU lr, Binghamton, N. Y. 


T= Florida Printing Co., including the weekly 

FLORIDIAN, este ablished 1825. The office is one 
of the largest and most complete in the State. It 
contains besides book and job departments, book 
bindery, stereotype outfit, standing présses and 
paper and card cutters. gas engine (Otto), steam 
cylinder and job presses,6 eight-foot imposing 
stones and 100 pair of chases. About 4,000 pounds 
of body type, and 400 fonts of job letter. Every- 
thing in position to go to work. Has done the 
a and Department printing for years, pply 
W. N. SHINE, rm, 6, Ely Block, jot ae Fla. 

a 

ADVERTISEMENT CONSTRUCTORS. 

INES. 
a 





,J ONES, 2 World Bidg., N. ¥. 

Mors & HELM, 111 Nassau St., N. Y. 

‘é AD”Es Primer,5c. Box 391, Des Moines. 
Woe booklets, ete. ». Sample i. $1. CHAS. A. 


WOOLFOLK, Louisy ille, 


PATENT medicine pulle 's. ARTHUR E. 
SW ETT, 23 Hamilton Ave., Chicago. 

MY specialty ; original ads and booklets. JED 

SCARBORO, 20 Morton St., Brooklyn, N. Y. 

\ RITE to CHAS. F. JONES, 42 World Bidg., 

N. Y., for free booklet explaining his work. 

LBERT H. SNYDER-CARL P. JOHNSON, ad- 

d vertisers, Suite 13:9, Chamber of Commerce, 

Chicago. Long Distance Phone, Main 6 





= only writer of exclusively medical and 
drug ¢ i Advice or samples free, 
ULYSSES yuth Bend, Ina. 








( pXE hundred ads that have paid. Fighty thou- 

and dollars’ worth of business done during 
the time these ads were used. These 100 ads sent 
on receipt « . Address STAR PUB. CO., % 
Connell St., Norwich, Conn. 











N McClure’s, Munsey's, Cosmopolitan and Re- 
riew of Reviews you will find examples of my 
full p: ee and half page magazine ads for the kK 
W we co. nM ttsburg Stogies’ 
CHARLES AUSTIN BATES, Vanderbilt BIL, N.Y. 


HAVE sold my business of advertisement writ- 
ing to Albert H. Snyder-Carl P. Johnson, 
Chamber of Commerce, Chiesgo. I am certainly 
ified at being able to refer my clients te pub- 
licity makers of the ability and standing of these 
gentlemen. CLARKE H}I-LME LOOMIS. 


J‘ JHNSTON attends to the whole business— 
° writing, designing and printing. I believe I 
can get up an advertisement or booklet or circu- 
lar as well calculated to sell goods as any person 
in the business. I have better facilities than any 
other man in the land for turning out the fin 
ished job. It 1s all done under my personal 
supervision. I am always on deck myself. No 
matter what you may want, write me about it. 
Send your nme on a small aon for a copy of 
my large postal. WM STON, Manager of 
Printers’ Ink Press, 10 eeees St., N, Y. City. 
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SYRACUSE 


SEVENTY CARS 
DROPPED. 


We have dropped from our New York 
State List the city of Syracuse, where 
there are about 70 cars in total operation 
on all lines in and around the city. 

We will continue our office, however, 
at the Kirk Building, for the intelligent 
operation of our other cities along the 
New York Central east of Syracuse, viz., 
Utica, Frankfort, Herkimer, Ilion, Fon- 


da, Amsterdam and Albany. 
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We have added to our list of cities 


and towns the following places: 


Erie, Pa., 30 Cars. E 
Jamestown, N.Y., 20 Cars. IE 
Herkimer, N.Y., E 
Frankfort, ‘‘ ‘. 6 Cars. ) 

Ilion, 7 ) E 
Fonda, N.Y., ) IE 
Johnstown, N.Y., '. 12 Cars. E 
Gloversville, « \ E 


Also the entire plant of the Interna- 


tional Traction Company, controlling all & 


the cars of —_— Tonawanda, Lock- = 
port and Niagara Falls (both sides of = 
the river) and the lines running between 
Lockport and Buffale, and Niagara Falls 
and Buffalo, in all, 450 cars. = 
E 

7 = 

Our = 

Pan-American Ad E 

will appear = 

May 17th. E 

E 

= 

——— GEO. KISSAM & CO., §£& 
OFFICES. 253 Broadway, N.Y. : 
E 


Uredictinetireetatinretrettrttrcei Tabara etre eTsTeT OTTER 
OA IT LS 
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Louisville is the best situated and cumerc 
It is nearby three large commercial ties o' 
and the influences of trade which comeaiLou 
have made Louisville a most importantsmme 
If is because of this fact that the adttiser 
and most effectually will place Louisvilbn hi: 
The papers which will give best svice f 


LOUISVILLE COURIER-JOURAL, 
LOUISVILLE COURIER-JOURAL, 
LOUISVILLE GOURIER-JOURAL, 


These three editions have the largest ciratfons, 
of all other papers published in their section ole co 

The boundaries of the South have not heéd in 
Courier-Journal has achieved a national reput@n. 


THE LOUISVILLE TIMS, 


THE S. C. BECKWITIS5PI 


SOLE AGENTS FORB ADV! 
Tribune Building, NEW YORK. 
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= _ She Courier-Journal. — 
The Courier-Journal, si a ce 

aa 7sHE TW WICE-A-Wrp, arcane = Pe 
4 C OURIER-J OURNAL. Sc Yeu 











DOLLAR A YEAR. 
LOUISVILLE, SATURDAY MORNING. AUGUST 20, 1m08 NEW SERIES—NO. 67. 


a THE LOUISVILLE TIMES, silt 


‘SPORTING SPECIAL, 
UISVILLE, PuIDAY EVENING PRICE TWO CENTS 
—$—$—————— 


- cunercial center to the Middle South. 

ial ties of the United States—Chicago, St. Louis and Cincinnati, 
mea Louisviile before distribution to the other cities of the South 
antwmimercial center. | 

adttiser who wishes to cultivate the Southern market quickest 
vilbn his list—FIRST. 


' ‘*Twas in the Newspaper and 
t svice for the money expended are the “Zyeein Mis Newspaper ‘an 


“I awoke one morning and 


JRAL, Daily, - - - - 25,000 ‘t=riser 
JRAL, Sunday, - - - 32,000 © = \ 
Twice a week, 75,000 


meee mmm settee as a 
EACH PART. 





UM pas Nowees 


























ge and their influence is far in advance 


mn oe country. 


in their influence or standing, for the 


IMS, COVERING 1898, Gay 405 
ITISPECIAL AGENCY, 


:ORB ADVERTISING, 


W. N. HALDEMAN, President. 
The Rookery, CHICAGO. HENRY WATTERSON, Editor. 
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A JOURNAL FOR ADVERTISERS. 

te Issued every Wednesday. Ten centsa copy. 
Subscription price, five dollars a year, in advance. 
Six dollars a hundred. No back numbers 

{ & Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for $30, or alarger number at the same rate. 

<a Publishers desiring to subscribe for PRINT 

for the benefit of advg. patrons may, on 
applic: > gesons obtain special contidential terms. 

y person who has not paid for it is re- 
ceiving P PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time at A for. 

ADVERTISING RATES : 

“assified advertisements 2 cents a line: six 
words to the line ; pearl measure ; display 50 cents 
aline;  linesto the inch. $100a page. special 
position twenty five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 











Oscar Herzperc, Managing Editor. 
Petex Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce 
Lonpon AGENT, F. W. Sears, 50-52 
- 


STREET. 
Ludgate 


ti, KE. C. 


NEW YORK, MAY to, 180¢ 

PROGRESS in advertising 
tates receptivity to others’ opinions and 
ideas. Otherwise ruts are fallen into 
and constantly worn deeper. 


necessi- 





ALL the advertising maxims in the 
world will not help the man who 
not possess the common sense to apply 
them properly to the peculiarities of 
his own business. 


does 


WHEN advertisements are constantly 
changed they come in course of time 
to have regular readers, and thus the 
force of each announcement is likely 
to be greatly increased. 





Messrs. W. W. & T. M. HALL, 
builders, of New York City, have just 
issued two pieces of advertising litera- 
ture that are unique and meritorious. 
The first is a finely printed pi — 
designed to sell four New York ( ‘ity 
houses and two private stable build 
ings that the firm has for sale. It con- 
tains descriptions, diagrams and dimen- 
sions of each floor, as well as half-tone 
pictures of the completed structures, 


and makes an excellent appeal for 
trade. The second is a large booklet, 
gotten up in the finest style of the 


printers’ art called “ Picturesque River- 
side Drive,” full of large, beautiful 
half-tones of that part of the banks of 
the Hudson, on which one of the New 
York City residences the firm has for 
sale is situated. These booklets sug- 
gest the idea that in the future the 
real estate broker may perhaps find 
himself largely superseded by adver 
tising in securing real estate customers. 
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ONE of the best things an advertise- 
ment can do is to convince readers 
that the advertiser is in dead earnest 


about his business, that he means what 
he says, and expects to be believed. 


Tue Mutual Life Insurance Com- 
pany of New York City issues a book- 
let containing portraits and sketches of 
the men who hold $100,000 policies in 
the company. It makes an interesting 
piece of advertising literature. 


of Health of 
advertises the State’s ad- 
summer and health re- 
of an illustrated 
pamphlet called “ Michigan: A Sum- 
mer and Health Resort State,” giving 
pictures and descriptions of the various 
resting places and sanitaria that abound 
within the State. The fact that it is 
issued by the State is apt to make it 
of greater influence than if a railway 
company had fathered it. 


> — 
TO DO TT. 


THE State Board 
Michigan 
vantages as a 


sort by the issuance 


HOW 






these vital 
HE Can any of us 


whatso 





7 is 





Rocuester, N. Y., April 28, 1899. 
Editor of Printers’ Ink: 

I believe several of Printers 
would be interested in learning the process by 
which such work as is incl sed isdone. Will 
you kindly explain for the benefit of one pupil, 
anyway? Respectfully yours, 

Geratp D. 

The picture of Lincoln is first drawn 
by an artist on a piece of paper; then 
a proof of the letter-press is taken on 
the same piece of paper; ihena photo- 
graph is taken of the combination, and 
a plate made, from which subsequent 
printings are taken. Or the process 
may be reversed by first taking a proof 
of the letter-press, then having the 
artist make a picture of Lincoln on 
the same piece of paper and making a 
photographic plate of the combination 
from which to print. 


’ INK readers 


PERKINS. 





PRINTER 
A CHICAGO ADWRITING 
SCHOC 


That much can be taught about ad- 
vertising which will enable the learner 
to do better advertising than he would 
have been able to do without the 
knowledge attained, is true enough; in 
fact, the success and popularity of 
PRINTERS’ INK itself proves this to be 
a fact. It will always remain equally 
true, however, that the most success- 
ful advertising men have been largely 
indebted for their success to certain 
qualities and qualifications with which 
nature has endowed them. These 
natural endowments are often of far 
greater value than the most extended 
knowledge of advertising theories and 
technicalities. A school of advertis- 
ing possesses therefore a certain field 
of usefulness. But that it can make 
advertising men of its pupils by caus- 
them to memorize certain facts, 
while the very essence of good adver- 
tising is to have it individual and dif 
ferent from that of other people, is, of 
course, absurd. With this exposition 
of its own views, the Little School- 
master presents this account of a Chi- 
cago advertising school, clipped from 
a recent issue of the Chicage Chronicle: 

With but four 


ing 


professors—law, medicine, 
teaching and the ministry —the world has man- 
d to get along for some hundreds of years. 
‘owadays, however, it is promised two mort 





I lectrology was recently described as the 
ind newest profession.’? Now come two 
t young Chicago business men who de- 





1 proper Bicsinste 4 ge of advertising to con- 
stitute still another profession. And in support 
of this theory they have established a school in 
which the art of advertising, together with a 
good working knowledge of all its highways 
and byways, is taught to the pupils. These two 
men have nearly half a hundred earnest pupils 
working under their instruction, in spite of the 
fact that the schoolrooms were opened not 
quite two months ago. 
Advertising is king of the busine ss world,’ 
these wise individuals reasoned, ‘‘ and at pres- 
ent there are not enough good advertising men 
to go around, The best advertising managers 
in the world are Chicago products, but no 
sooner do they attain to alle ney or unusual 
success than they are drawn away to New York 
or some other city 
‘ Originality of ideas, z according to the aap 

os opinion, is all that is needed to make 
successful advertising man ; this and the s« If. 
assurance and good business instinct which 
many original men possess, Nothing could be 
nearer to and yet farther from the actual truth 
Originality of ideas does not count for nearly 
sv much as the knowledge of how to apply 
them. Most men have original notions now 
ind then ; very few have the knowledge of how 
to make them useful. Without this knowledge 
the man of bright ideas loses more than half, if 
l i with it the man of mere 
pnts. ae A s greatly surpasses him. We 
have this knowle dge, and we can show others 
how to attain it. 

This was the ‘ 














’ 


‘clincher’? which made the 
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school an actuality and sent out its opening 
announcements. 

The pupils who attend its bi-weekly sessions 
are by no means the young and workless in- 
dividuals who might be expected to do so. 
Many of them are old and prosperous business 
men—men who have found it difficult to ar- 
range for their advertising being properly done, 
and who either do not have sufficient of this 
work to warrant engaging a man to look after 
it or who can not find such a man to employ. 
The new school gives them a chance to master 
the art for themselves. s to the art of clever 
advertising constituting a new profession , these 
Most of 


men are of many opinions, them 
agree, however, that there is more in such an 
idea than meets the eye at first sight. A glance 


over the curriculum of the school prospectus 
— seem to bear out this assertion. 

A list of over one hundred subjects are treat- 
ed during the course. Among them may be 
mentioned composition, language, punctuation, 
use of adjectives and synonyms, pencil sketch- 
ing, pen and ink drawing, crayon, water colors, 
measurements, preps ration of “‘ copy,” original 
designing, ‘‘catch-line,”’ honesty, brevity, logie, 
originality, anticipation of events, the “ art of 
adaptation,” handling of crowds, “‘first remind- 
ers,”’ “‘ second reminders,”’ and the judicious 
use and treatment of color schemes, The in- 
struction in all of these branches, as well as the 
hosts of others, is individual. Each pupil has 
a certain task to carry out,and he is account- 
able solely to himself for its performance. Re- 
views and examinations are held occasionally, 
however, and nothing like neglect or ‘‘ scamp- 
ing’’ is allowed. The methods followed are 
strictly coll giate in everything but the grant- 
ing of a diploma. At the idea of providing for 
anything like the giving of a certificate or of a 
definite graduation, both of the heads of the 
enterprise, both of whom are advertising men 
holding responsil ble positions in the city, are 
inclined to scoff. “* Diplomz as and gr. iduation 
certificates are all very well,’”’ said one of the 
managers, smiling, when the idea was present- 
ed to him, “* but the ordinary business man 
would smile should an applicant for a position 
appear before him armed with one. Each pupil 
while in the school does the actual work for a 
number of firms and business houses, and thus 
learns every process of the advertising work. 
All the different methods of making cuts, half- 
tones and so on, he learns, and something of 
the printer’s trade he must acquire as well. 
When a man has gone through the course he 
can get up any sort of an ad and get it up in at- 
tractive shape. By this time he is ready for a 
regular position, and the advertising work is 
the only work in the world, it might safely be 
said, which is crying out for more men. And 
the new profession is bound to be recognized 
as such and become popular in a little while.” 

One potent reason for its future nonpopu- 
larity, however, might be suggested by the fact 
that women are not admitted to the new school. 
Conventionality, pure and simple, is largely 
accountable for this rule.‘ P lenty of women 
have applied for scholarships, and a number of 
them would make splendid advertising work- 
ers,’ says Mr. Page, “ but there is a strong 
feeling against employing women in this ca- 
pacity at present, although there are several 
employed as assistants in Chicago, and all are 
doing good work. If we attempted to train 
women for this business we should run the 
double danger of being set down, among our 
business associates, as having ‘ gone into the 
business for all there was in it,’ and also of 
leading the women to expect work which is not 
likely to come to them.”’ So, for the present 
at least, there will be no women learning to 
write and construct ads in the new college. 

Among Chicago business men the new school, 
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which is the first enterprise of its kind, 
looked upon as a distinct acquisition to the 
business life of the city, and usefulness and 
success is predicted for it. Most of the pupils 
are enthusiastic in regard to its work and pros- 
pects. Such well-known men as Samuel S. 
Rogers, C. A. Taylor, D’Orsey O’Connor and 
I. Rosenthal have delivered talks and ad- 
dresses to the students. «The “‘ college ”’ is 
properly incorporated, and a number of Chi- 
cago citizens have already manifested great in- 
terest in its work, 


DIFFERENT ‘T METHODS. 

Hance Bros, & White, of Philadelphia, push 
their “ Frog in your Throat’ cough tablets 
principally by window displays. Beeman’s 
Pepsin Gum, Franco-American Soups, Snider’s 
Catsup, several brands of whiskies and cigars 
are advertised by billposting. Mai! Pouch To- 
bacco advertises successfully by large painted 
signs on barns, stores, etc. A few lines of 
goods are pushed through retail dealers ex- 
clusively, Five Drops, Church Kidney Cure, 
Oxien and many other remedies do an exclu- 
sive mail order business. The Paris Medicine 
Co., of St. Louis, uses small reading notices in 
the leading dailies, and have built a trade on 
their Bromo Laxative Quinine Tablets. The 
Kickapoo Indian Medicine Co., New Haven, 
Conn., send out traveling Indiz in shows, who 
give free entertainments and lectures throug xh- 
out the country. The leading yeast and stove 
blacking manufacturers push their goods by 
free samples and sign tacking. Manufacturers 
of prepared foods advertise principally by free 
samples, and demonstrations at leading dealers 


18 


throughout the country. Dr. Chase, W. H. 
Comstock Co., Dr. Shoop, J. P. Dieter Co., 
Kohler Mfg. Co., Emerson Drug Co., The J. 


Harrison Whitehurst Co., and many others ad- 
vertise almost exclusively ‘by the house to house 
distribution of advertising matter. Castoria, 
Duffy’s Malt Whisky, Hall’s Hair Renewer, 
St. Jacob’s Oil, Hostetter’ s Bitters, Scott’s 
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Emulsion, Vin Mariani, Swift’s Specific, Cuti- 


cura Remedies, Carter’s | ittle Liver Pills, 

Jeecham’s Pills, Stuart’s Dyspepsia T. ablets 
and others do almost exclusively new spaper ad- 
vertising.— U/- attics Distributer, 


NOT HOPE, E BUT SOAP. 
Jo Anderson, druggist, of Chattanooga, 
Tenn., drops into poetry: 
I met a maid, a charming maid, 
Whose face owned youth and beauty ; 
I felt to speak a word to her 
Was but a man’s clear duty. 


‘Sweet maid,” I said, “‘what lends such 
charms 
To light each lovely feature— 
Does hope, ambition, love or gold? 


Do tell me, sweetest creature ?”’ 


** The light upon my features, sir, 

Is not of love or hope ; 

I’ve only washed my face just now 

With Jo’s Complexion Soap. a 

_ ve tional Advertiser. 
ADV ERTISING IN CHURCH. 

A contribution box in use in a church in Las 
Calles, New Mexico, has the spaces along the 
outside, inside and bottom rented for advertis- 
ing purposes. One of the advertisements on 
the box reads: 

“ He that giveth to the poor 
lendeth to the Lord. 

Ashquith gives 60 days’ credit on carpets, 
stoves, woodenware and furniture. 

Another is as follows : 

“ The Lord loveth a 
cheerful giver.” 
Benedict gives 
Highest Prices for Butte r. 
—Plain Talk, Chicago. 
_— 

SPENDING money is not advertising.—Chas 

Seth Brown, 

























. Quick bunch | 


cheese, preserves, fruit—what you will on the side. 


Uneeda 


cannot cause dyspepsia. They give the stomach wheat in 
the best shape to be tuned readily into sinew and muscle. 

They come in -unique packages which preserve their 
S apes ahd delicate flavor. 


Ready quickly. Eaten quickly. 
Use Uneeda Biscuit for the 
foundation with milk, coffee, 








BISCuit 


Uneeda Biscuit 
are sold only in air tight, 
moisture proof § cent 
packages. Get 





them from your 














APPETIZING, 


grocer. 
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FROM PRINTERS’ INK, 
December 21, 1898. 


In the State of New York, outside 
the city of New York, but one daily 
paper gets credit for an issue of 40,000 
copies or more. It is: 


BUFFALO COURIER 


Four dailies get credit for issues of 
20,000 or more, but not so many as 
40,000 copies. They are: 


BUFFALO ENQUIRER 


BUFFALO EVENING NEWS. 


ROCHESTER DEMOCRAT and 
CHRONICLE. 


SYRACUSE EVENING HERALD. 








Two dailies get credit for issues of 
17,500 or more, but not so many as 
20,000 copies, They are: 


ALBANY TIMES-UNION. 
BUFFALO EVENING TIMES 





Aetual Average Circulations are: 


THE BUFFALO COURIER (Morning) - 55,001 
THE BUFFALO ENQUIRER (Evening) - 36,462 


OWNED BY 


W. J. CONNERS. 
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A GOOD POSTER. 





ONE MAN’S VIEW. the advertisement itself. It is only a waste of 
Don’t use an illustration in your advertising space which could be used to better advantage. 
unless that illustration has a vital bearing on —A/ail Order Fournal, 
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NOTES. 


A copy of the New York State law against 
fraudulent advertising has been introduced into 
the Minnesota Legislature. 

Tue Star Publishing Company, 34 Connell 
street, Norwich, Conn., issues, at one dollar, a 


collection of ‘100 ads that have paid,’’ being | 
hoe ads which can readily be adapted to other | 


kinds of merchandise, 
Tue amount of advertising carried by the 
Philadelphia morning papers during April was 
follows: Record, 379,899 lines ; /ngui 
> Press, 213,201 lines; ieee, 
Ledger, 114,199 lines. 
. Morgan Co., of Cleveland, 0., is 
ping large quantities of theatrical posters 
ngland, where American lithographic work 
of this description is much appreciated on ac- 
¢ unt of its origin namey and artistic blending of 


colors.—New Fork Commercial. 












WoRrRDENDORF, ne, 1213 Broadway, has a 
bulletin board in his show wir sow, oe which 
ire the dates of steams hip sailings. At th 
bottom is the m in the cocoanut: ‘ All 
orders for flowers to be sent to any steamer at 
certain hours will receive careful attention,” 


A WORK specially adapted for premium pur- 








| 
poses, called the “‘Standard American Pouitry, 
has just been issued by the Chiswick Pu blish- 
ing Company (T. J. Carey, manager), 18 and 
20 Rose street, New York, at twe -five cents 
acopy. The publisher is enthusiastic about its 
superiority over similar productions. 

A STRIKING advertising novelty for the drug 
trade consists of a dish, containing on its face a 
clock dial, and having one band or pointer, 
which can revolve, This is an indicator for the 
taking of med ine, and round the edge is in- 
scribed : Take next dose at hour indi “| 
by hand.””) The ad appears in the center. 

Tue following is said to appear on the en- 
velopes of a colored attorney of Pox te on | 
Va.: “If not called for in five days return to 
J. K. Smith, attorney-at-law, Pocahontas, Va 
Seek me early as your counsel, for know ye 
that even the righteous can not be saved with- 








out an advocate.”’—Ch. cago (/1/.) Legal News. 

To MAKE clear that many people read the 
advertisements, the Pittsburg (Pa.) Press re 
cently printed a list of advertising devices and 
trade-marks, trade expr ns, etc., without 


any explanatory remarks, and offered prizes 
ranging from $1 to $25 for correct solutions 
The rv oui issurprising.—Pressand Printe 

A CIRCULATION statement of the St. Paul 
Daily Globe filed with the editor of the Ameri- 
can Newspaper Directory since the issue of 
the March edition of the Directory for 18 
shows the average circulation for 1808 of the 
Daily Globe to have been 22,012 coy ies per day 
This indicates an increase of 4,168 over its 
average for 1897. 





Many advertisers derive considerable assist- 
ance from publications devoted to the study of 
advertising methods. The first periodical de- 
voted to this branch was Printers’ INK, a 
weekly, the success of which has stimulated 
the issuance of several other publications 
which, in the main, follow the lines originated 
by it. Printers’ Ink is devoted to the dis- 
cussion of advertising methods, criticising what 
is unprofitable, unwise and in poor taste ; com- 
mending what is good, stimulating timid adver- 
tisers and encouraging those who have had no 
experience to tread this road to success. The 
experiences of advertisers are freely quoted, 
ind original hints are plentiful. The book also 
has departments devoted to store keeping. Pe- 
riodicals of this character may be studied with 
advantage, even by the most experienced ad- 
vertiser —Fewelers’ Weekly, April 20th. 








| JOURNALISM IN JAPAN 
It is eighteen years since the first Japanese 
newspaper was es ablished, and now there are 
in existence 575 daily and weekly papers, 25 
law magazines, 35 medical magazines, 11 scien- 
tific and a large number of religious journals. 
— Port Hope (Ont.) Times. 


THE PRICE FIGHTER. 

| A dealer in furniture in Northern Kentucky 
has made a name for himself by using “ the 
price fighter ’’ after his name.—A d Sense. 


GEORGIA. 


wl !1HERN FARMER, Athens, Ga. Leading 
N Southern ¢ ieultural publication. Thrifty 
people read i 000 monthly . Covers Souta and 
southwest. Aavertising rates very low. 


| CANADA. 


| | ys LILY and weekly REcorD, Sherbrooke, ¢ Que. 
Daily cire’n 2,859. Only daily in 100 miles. 

T’S not only because we can and do get the 

right prices from Canadian new spapers that 

we can be of use to you in placing your Canadian 

Newspaper alvertising; but, better still, we 

know which papers are giving results. Our ad 

vice may save costly mistukes. Rates and plans 

cheerfully submitted, THE E. DESBARATS 
ADVERTISING AGENCY, Montreal, Canada, 





















Displayed Advertisements. 


so cents a line; $100 a page; 25 per cent 
ext: a for specified position—i/ granted. 
Must be handed in one week in ‘eek in advance. 








THE ARIZONA REPUBLICAN 


Published at Phoenix, the Capital 
of Arizona, asks for patronage on 
these grounds: 


It is the only newspaper in Arizona published 
every day in the year 
is the only newspaper in the Southwest, 
outside of Los Angeles, that ope ates a perfecting 
press and a battery of Linotypes 
tis the only newspaper in Arizona that has 
@ general circulation. 
the circulation of the LFPUBLICAN exceeds 
the combined circulation of all the other daily 
newspy pers in the Territory. 
For rates address, 


Charles C. Randolph, Publisher, or 
H. D. La Coste, 38 Park Row, New York. 


r=-| Little Men & Women| § 


eo (Estab. 1880.) 


| - - Babyland - - 


(Estab. 1877.) 
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Combined into one magazine of 
32 p. at 50 cents a year. Combined 
circulation at advertising rate of one. 
Make contracts now, before the re- 
duced price of subscription augments 
circulation to the point where we will 
feel like increasing the advertising 
rate. 


LITTLE MEN & WOMEN CO. 
Troy, N. Y. 
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Y actual neh by | COUPONS 
nny hee ent G RATIS 


to house canvassing 








: ' ; | In connection with every advertising 
p 0 ie al y EWS contract placed with PRINTERS’ INK 
¢ | or the American Newspaper Directory 
. Se OS ; 2 een" 
draws 65 to 85 per cent $| Defore July, 4, 1899, subscription 
j : coupons will be issued to the full 
of the trade for the local amount of the contract, the coupons 
a og a Sas being redeemable on presentation at 
merchants as compared any time during the present century, 
with all the other news- each coupon, when indorsed by the 
— name of the subscriber, being 
papers. Its advertising er ener CEe eae 
. Good For 
rates are somewhat high- One Year’s Subscription for Printers’ Ink, 





er than its nearest com- Price, Five Dollars, 
, . or 
petitor S; but it gets the One Copy of American Newspaper Directory. 
business. No paperssold 3! Price, Five Dollars. 
ie At the Option of the Subscriber. 
on the street, all delivered 3 | satis 


For further information address, 


by carrier or mail direct PETER DOUGAN, 
to subscribers. Advertising Manager of Printers’ INK 





and The American Newspaper Directory. 
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No. 1o SPRUCE ST., NEW YORK CITY. 





Published weekly, is the organ of 
( H A | | oy the Charity Organization Society 
of the City of New York. 


It is the mouthpiece and authoritative exponent of New York charity. It is read 
by all interested in New York charity. It goes into the homes of the richest, most 
influential and religious citizens of New York ofevery denomination — Its contribu- 
tors and readers are men and women of intelligence, education, weaith and position. 

If you wish to sell the Charitable Institutions, Homes, Hospitals, ! nfirmaries, q 
Insane Asylums, the Clergy, Churches, Religious or Cnaricably inclined citizens 
of the city of New York you can du so by an announcement in CHARITIES, 

If you have goods of established reputation which sell tothe rich you can secure 
no better medium than Cuaririks. 

Classified advertising, 5c. per line. 

Display advertising 2'2c. per line, 14 lines (35 cents) tothe inch. Full page, 200 
agate lines, $5; half pz 100 agate lines, $2.50; one quarter page, 50 agate lines, 
$1.25. Special position, 25 per cent extra, if granted. Address, 


WILLIAM. C, STUART, Publisher, 105 EAST 22d STREET, NEW YORK CITY. 



























THE evenina. ourn al 


OF JERSEY CITY, N. J. 


Was selected by a Committee of Advertising Experts appointed 
by the American Newspaper Directory as the newspaper in New 
Jersey entitled to highest rank for size. class and quality of cir- 
culation and consequent advertising value. 


Average Daily Circulation in 1898 _ 14,890 
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WE OWN THE TOWN. 


If you want a part of it pay our advertising rates and it is yours. 


Springfield (Mass.) Daily News 


(ESTABLISHED 1880) 





Daily Average Circulation in March, - - - 8,252, 


Twice as large in the local field as any competitor, morning or evening. 
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88 W. JACKSON BOULEVARD, CHICAGO, ILL. 
THE WESTERN WorLpD has now taken a place among the 
100,000 circulation papers and brings fine 
returns. Try it. Address, 
0 


The Western World, 88 W. Jackson Boulevard, Chicago, Ill. 
Or any Reliable Agent. 
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Booklets 


Advertisements 
Circulars 


AM in a position to offer you better service in writing, 
designing and printing advertising matter of every 








eteee 





description than any other man in the business. I 
make the fashion in typographical display. I have 














charge of the mechanical department of PRINTERS’ 
INK. No other paper in the world is so much copied. 
My facilities are unsurpassed for turning out complete jobs. If you 
wish to improve both the tone and appearance of your advertising 
matter it will pay you to consult me. Send your name ona small 
postal card for a copy of my large postal card. 

WM. JOHNSTON, MANAGER PRINTERS’ INK PRESS, 
10 SPRUCE STREET, NEW YORK. 
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Norfolk Virginian, 


Established 1865. 


Daily Pilot, 


Established 1894. 


CONSOLIDATED 1898. 


VIRGINIAN-PILOT, 


Norfolk, Va. 


ORFOLK is the second city in population in Virginia, and in 
N the past few years has increased rapidly in business and popu- 
lation. It has a population of 73,000 and including Portsmouth, 
Berkley and immediate suburbs, one community connected by ferries 
and electric street cars, 125,000. It is also the market for all Eastern 
Virginia and North Carolina, with a population of over 1,000,000, 
embracing many enterprising and progressive towns and villages. 
Norfolk is the terminal of ab out 20,000 miles of railway and innu- 
merable steamboat lines, which places it in communication with this 
entire territory, of which it is to allintents and purposes the metropolis. 
THE VIRGINIAN-PILOT is Norfolk’s leading journal ; it has more 
than double the circulation of any other paper published in its field; 
it pays 70 per cent of the entire second class postage sent by the 
Norfolk Post-Office (the other 30 per cent being divided betweea 
three dailies and a number of weeklies and monthilies) ; it is depended 
upon by merchants and farmers for their information as to markets, 
etc.; it is the valued daily visitor to more than 10,0c0 homes in 
Norfolk, Portsmouth, Berkley and their contributing territory. 
THE VIRGINIAN-PILOT is therefore unequaled by any other me- 


dium for advertisers desiring to reach this progressive section. 





nc Estimates for Advertising 


On April 10, 1899, before mak- Furnished Promptly. 
ing a contract for three years’ 
advertising, I thoroughly exam- —_—- 
ined cash receipts from  sub- 
scriptions and sales of papers, Address, 
postmaster’s receipts for mail, — - 
paper bills and circulation books y d Pp | Pp h C 
of the ViRGINIAN-PiLot, of Nor- irginian an | ot Ul . 0., 
folk, Va., and found its circula- 
tion to exceed Ten Tnousand Norfolk, Va. 
daily as claimed. 

H. D. FLINT, 


Advertising Agent, World's RALPH M CKE E. 


Dispensary Medical | 
rciation | 
Association. | TIMES BUILDING, NEW YORK. 
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he — 
Baltimore 
News 


The Evening Paper of Pa!timore. 





The actual average number of copies of THE BALTIMORE 
News that were bought and paid for on each of the 309 days of 
publication ended December 31, 1895, was 


31,886 


These figures are absolutely bona fide and actual, and repre- 
sent the solid circulation of the paper for 1898. 

Jn this accounting every damaged, free, returned and unsold 
copy has been deducted. 


NEWS ADVERTISING. 


. THE NEws is the home paper of Baltimore; it goes directly 
into the homes, and is read by every member of the household. 

It is read at a time when people have leisure to scen its coiumns. 

THE NEws opens its books to the advertiser. He can ascer- 

tain exactly how many papers ‘THE NEws prints, how many it 

sells, how they are delivered, the distribution in the various sec 


tions of the city, and every other essential fact. ‘lhe advertiser 
is permitted to examine all accounts and contracts in THE NEws 
Office in order to assure himself that the rate he gets is the same 2 


as that given others for like service. | 

HE News has no reason for concealment. 

Its circulation in Baltimore is larger than that of any other 
paper. 

Its treatment of its patrons is the same in all cases—no dis- 
crimination, no favoritism, no humbug of any kind. 

For rates and information apply to 


M. LEE STARKE, 


MANAGER OF FOREIGN ADVERTISING, 
52 TRIBUNE BUILDING, NEW YORK. 
wae 
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To Printers’ Ink Readers: 


We have been advertising in PrinTers’ INK for a 
long time, and have secured many good and profitable 
customers through this medium. 

Most of the concerns that have answered our adver- 
tisements seemed to consider it novel for a lithographic 
house to appeal for trade in such an unusual way. > 

Our peculiar style of advertising seemed to impress 
them as being rather up to date and business-like. 

We firmly believed that advertising in PRINTERS’ INK 
would pay us, and we are glad to find that the views 
we held on this subject before we began advertising 
have not been changed by the results secured from it. 

Although the number of concerns we have heard 
from has been large enough to be extremely satisfactory 
to us, it is still but a small proportion of the readers of 
PRINTERS’ INK. There are a good many other concerns 
who would appreciate original ideas, careful work and 
prices that are neither so low as to cheapen the work 
nor so high as to afford an excessive profit. 

If you have not written us, we want you to do so 
now. We want you to let us know just what kind of 
work you are in need of. You may not have any 
definite idea as to just what you require—it may be that ' 
you have a notion that you want something in the 
shape of advertising matter, and yet you don’t know 
whether to get it out in the form of a poster, a street 
car card, a catalogue, or in some other manner. Why 
not get our advice upon this subject? We will write 
you freely and fully ; we will give you our notions ; 
we will advise you what to do; and if, after you have 
heard from us, you choose to take the matter up, well 
and good ; if not, you have simply lost the little time 
required to write us the particulars. 

Why not sit down and write us a letter to-day ?P 
We will promise to give any work you intrust to us 
our very best attention, and we feel sure the results 
will be gratifying to you. 


The Gibbs & 
Williams Co. 
Lithographers and Printers, 


68 New Chambers Street, 
New York City. 
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A Sign of Prosperity 


in a newspaper is demonstrated by the establishment 
of branch offices in all parts of the city. As the city 
grows it is a necessity that a bright, wideawake news- 
paper should be represented in every section; have 
offices where advertisements can be received, papers 
sold, and all business connected with a great daily 
newspaper transacted. 


IN THE BOROUGH OF BROOKLYN 


the offices of the 


Brooklyn 


Daily Eagle 





1248 Bedford Avenue, 44 Broadway, 
435 5th Avenue, 2511 Atlantic Avenue, 
154 Greenpoint Avenue, So1 Flatbush Avenue, 


Bath Avenue, near Bay, 19th Street. 


IN MANHATTAN: 


952 Broadway, 46 Wall St. (3d floor), 
World Building, 241 Columbus Avenue, 
253 West 125 Street, 707 Tremont Avenue, 


and 


JAMAICA, Opposite Railroad Station. 
PARIS BUREAU, 53 rue Cambon. 
WASHINGTON BUREAU, 608 14th Street. 


















PRINTERS’ INK 


y New Home 





No more climbing stairs. 
No more groping through dark hallways. 
I now occupy the store and basement at 


No. 13 Spruce Street, 


and there is no shade or grade of ink manufactured 
that wi:l not be found on my shelves, or matched at 
short notice. I started in 1894 in a small room 20 
feet square on the top floor of No. 10 Spruce St., 
and it was wonderful to see how good-naturedly my 
customers accepted the situation after climbing four 
flights of stairs. 

They realized that I deserved recognition, as I 
was the means of releasing them from the bondage 
of high prices. 

They could buy from me just the quantity 
needed on a small job, at about one-fourth the prices 
charged by my competitors. Within a year I was 
forced to secure larger quarters and hired a loft 
25 x 100 on the second floor of No. 8 Spruce Street. 

My new location is double that size and I am 
in hopes of adding another floor within a short 
while. 

I am best liked where best known. 

It makes no difference whether you spend 25 
cents or $25, you are treated with the same courtesy. 

Do not forget to call on me when in my vicinity, 
or drop a postal for one of my price lists. Address 


PRINTERS INK JONSON, 
13 Spruce St., New York. 


Kindly remit by money order or bank draft on New York, 
as T am compelled to pay a minimum fee of to cents for 
collection of out of town checks. 


PRINTERS’ INK. 
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DEPARTMENT 
- By Charles 


logues or plans for advertising 


criticism. There is no charge for it. 


Austin ‘Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 
As many as possible 
PRINTERS’ INK * 


OF CRITICISM. 


will receive full, honest, earnest 


* pays the freight.’ 
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I have this letter: 


Harvey, IIl., April 27, 1899. 
Chas. Austin Bates, PRINTE ems’ Ink, ¥. ¥.: 
Dear Sir Please criticise inclosed ad. I 


send but one because I want to hear from this 
very one. 

I wrote it and set it into type. Yes, and I 
solicited it and collected for it, and had the 
satisfaction of knowing that it pleased the pro- 
prietor of the bake shop, and that it was a 
trade bringer. 

Criticism from such high authority 
self will be appreciated. Yours, 

SENNETH F, 
what 


as your- 


Beers. 
For heaven’s sake more do 
you want? 

You say the ad you inclose satisfied 
the man for whom it was written and 
brought in business. What more can 
any ad do? It would be useless to 
point out defects in an ad which ful- 
fills every purpose for which an ad i 
written. 

I am not a bit surprised that this ad 
sold bread and satisfied Mr. Henry 
Breyer. It sold bread because it told 
facts about Breyer’s bread. It told 
how it was made and how much it 
cost. The price is exceptionally low. 
The description sounds as if the bread 
must be good. That is why itis a 
good ad. 

You have no reason to be dissatis- 
fied with work of this kind. 

This is the wording of the 
question ; 


HENRY BREYER’S BREAD 


Is baked in the modernized old-fashioned way 
—the way your mothers and your grandmothers 
did. An immense brick oven heated by “‘ 4- 
foot wood,” the fire drawn and there you have 


ad 





it—heat enough to bake 400 loaves. That’s 
part of Breyer’s secret of success. The rest 


lies in knowing how. Pies, cakes and all bak- 
er’s goods fresh every day. 


HOME-MADE BREAD, 3c. A LOAF. 


Groceries and Canned Goods, Coffees and 
Spices, Butter and Eggs, Soups, Extracts and 
everything in the provision lines are sold by 
Mr. Breyer at the ete lowest cash prices. All 


goods delivered as ordered. Pay him a call 


147TH ST. AND CENTER AVE,., NORTH HARVEY, 





* * 
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It is hardly to be expected that I 
would refrain from publishing a letter 
like the following, and if I did not pub 
lish it PRINTERS’ INK probably would. 

A man who writes a letter so filled 


with that adhesive delicacy known as 
“taffy” is bound to see his letter in 
print, no matter what the character 
of it. 

This is the letter: 

Leapvitte, Col., April 21, 1899. 
Mr. Charles A. Bates: 

Dear Str—I inclose you a booklet that we 
have just issued for our paper. It tells a true 
story. Do you like it? Is it well written? Is 
it a good thing?’ Do you like that kind of ad- 
vertising fora newspaper ? 

I ask your opinion because I like your criti- 
cisms in Printers’ Ink, and of the many 
things which we get out I have never had an 
opinion from you. 

Give your — in Printers’ Ink if you 
can. And now, by the way, let me tell you 
that I will appreciate a criticism from Mr, 
Bates more than from any advertising man I 
know of, 

There is just that something in your ads 
criticisms thatin my opinion places them above 
any other adwriter I know of. 

Everything I have ever seen from your pen 
is without a peer. 

I know that my ad productions are fair, but 
I am not conceited aboutthem. They could be 
much better, and what I want is for you to pick 
out the weak points and tell me of them. 

Now, let me say a word for Printers’ INK. 
I presume you select it because you believe it 
to be the strongest and best edited advertiser’s 
paper in the United States, and in this you are 
right. If your criticismsappeared in any other 
paper I would think your ability short. Print- 
Eks’ INK is the strongest advertiser’s paper in 
the world. The best exponents of the art of 
advertising seem to go direct to it when they 
have anything to say. 

Another thing is the editor never allows any 
rot to creep into the columns. He always uses 
the blue pencil with a regular and level busi. 
ness hez a The man who studies PrInTERs’ 
Ink and will do advertising for himself can not 
fail to be a successful advertiser 

Very truly yours, 
THos. P. Tosin, 
3us. Mgr. 

If Mr. Tobin can jolly his customers 
as well as he jollies me and PRINTERS’ 
INK, he will stand a good show of 
getting all the printing he can handle. 

The booklet he sends is in most re- 
spects a good one. It is not well 
enough printed for a booklet gotten 
out by a printing house, and the pa- 
per and arrangement are not quite up 
to the mark, but the body matter of 
the booklet is direct and readable. 

The first two pages are taken up 
with “Things To Be Remem- 
bered,” which could just as well have 
been omitted. These are short and 
more or less moral observations which 


some 
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have nothing to do with the printing 
business or the advertising of the Vews 
Reporter. They are simply good ad- 
vice, of the kind which can be found 
in Samuel Smile’s “Self Help” book. 
The booklet would have been better 
if it started right out with the story of 
the Excelsior Publishing Company. 
When it does come down to talking 
business, it talks it very directly and 
sensibly: 

On the cover of the book is this 
legend : “ Don’t play a ‘skate.”, When 
you want the money, change horses for 
a winner. When you want news, when 
you want your ads to make money, 
change direct to the Mews Reporter. 
It’s a sure cut to the best news; the 
direct route for the best results from 
advertising; in the home it’s a favor- 
ite; in enterprise and push it’s always 
first. The advertiser who usé¢s it gets 
the long end of the buyer’s purse.” 

This if not so good as the inside of 
the book. The sporting character of 
the title will appeal to only a limited 
class. Ina town the size of Harvey 
there are not a great many men who 
play the races or who know offhand 
what a “skate” is. 

The heading that Mr. Tobin has put 
over the best part of his booklet would 
also have been the best thing to put 
upon the cover. This heading is, “ A 
Growth From the Bottom to the Top 
in Five Years,” or it might be short- 
ened up to read, “ From the Bottom to 
the Top.” 

After all the pleasant things Mr. 
Tobin says about me in his letter, it is 
rather hard to tell him that this book- 
let is not as good as it could be made, 
but a booklet advertising a printing 
office should first of all be well printed, 
and one of the chief faults of this book 
is that the typesetting is not artistic, 
nor is the presswork of the best. 


* * 
* 


The Boston Store, of Wichita, 
Kansas, is using a postal card of its 
own. This postal card is seven by 
eleven inches in size, and is sent out 
twice a week to the farmers’ wives in 
the country about Wichita. 

The proprietors of the Boston Store, 
Wallenstein & Cohn, have this to say 
about the cause and circumstances of 
these postal cards : 

Wicuita, Kan., April 24, 1899. 
Charles Austin Bates, New York: 

DeArR Str—I inclose a postal which, if you 
can spare me a few minutes of time, I wish you 
would criticise. 

We have been advertising in loeal weekly 
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papers for the past ten years in an attempt to 
catch the farmer trade. We have a good trade 
from them, but I can not attribute it to our ad- 
vertising in these papers. I have keyed ad 
after ad in various ways, but have not been able 
to trace direct returns to any extent. Last 
month I shut down on all weekly paper ads 
and am going to invest the money ($50 per 
month) in these postals. These postals are 
sent to farmers’ wives in this county; we have 
a list of 1,500 names. Will mail them about 
every two weeks. The postal I send you is our 
first. We will change the matter on every 
issue, but the 25-cent clause at the left will be 
in every one, with a change in its wording. 
What do you think of the idea of giving up the 
weeklies and using these postals? In each 
case the 25-cent rebate clause will be good only 
during the month in which the postal is issued. 
By giving your opinion of this in PrinTERs’ 
Ink you will greatly oblige. Yours respect- 
fully, CLARENCE SoOUSLEY, 
Adv. Mer. for Wallenstein & Cohn. 
While I am not sure it is a good 
idea under the circumstances to give 
up newspaper advertising altogether, 
there is no doubt in my mind that this 
mailing card is an excellent thing. 
One thing worth noticing the 
quarter rebate. Across the top of the 
card is printed in large type, “It is a 
quarter to you for reading this postal 
through.” 
At one end 


is 


of the card is printed 
the following paragraph, which ex- 
plains the idea of this quarter rebate : 

The lady to whom this postal card is ad- 
dressed may return it to us at any time during 
the month of April, 1899, and we will accept it 
as twenty-five cents on the first dollar’s worth 
of merchandise purchased of us. Simply this 
postal is a quarter of a dollar, in the payment 
of a dollar’s worth of goods purchased of us 
before the end of April, 1899. It is not good 
after that date, and must be presented by some 
member of the family of the lady to whom it is 
directed. It is not transferable. Under these 
conditions this postal is a twenty-five-cent 
piece, as good as any “ Uncle Sam” ever 
made. 

This gives a sure check upon the ad- 
vertising value of the card. The 
ton Store will thus be able to know 
just how many people receive the card 
and consider it worth reading and pre- 
serving. It is probable that they will 
get a large number of returns from this 
idea. 

The cards, it will be noticed from 
the letter, are to be sent out twice a 
month and are good the month whose 
date they bear for twenty-five cents. 
They are not transferable, and must 
be presented by some member of the 
family to whom it was sent. 

There are other things in this card 
also which show that the Boston Store 
is strictly up to date. All the prices 
on this card appear to be cut prices. 
In the grocery department are adver- 
tised among other things one box of 
Uneeda Biscuits for four cents—a 


30s- 
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dozen boxes for forty-four cents. 
Uneeda Biscuits are the biscuits which 
the American Biscuit Trust has been 
advertising for the last two months. 
The regular price is five cents a box. 
The Boston Store is very prompt in 
cutting the prices on this article, and 
at the same time taking advantage of 
the advertising which is appearing. 

The card itself is up to date, breezy, 
interesting, and ought to be the very 
best sort of advertising. 

My advice, however, to the Boston 
Store would be to use the weekly pa- 
pers to some extent, supplementing 
their work with these cards. Still they 
can ascertain the exact value of the 
cards by following the plan they have 
commenced. By stopping all country 
newspaper advertising they will be able 
to determine just how much advertis- 
ing the cards alone will give them. 
After they have established this, they 
ought to return to the use of the week- 
ly papers to some extent. 

* * 
* 

Binney & Smith, of New York City, 
are sending out a circular advertising 
their stencil and marking ink known 
as “Eclipse Paste.” 

This circular has a very novel cover. 
A clock face is shown in black and red 
over which appear these words: “Saves 
time, turpentine and temper.” Under 
the clock are the words, “Which water 
won’t wash, nor will weather wear 
off. ” 

The book is filled with testimonials 
from the happy and satisfied users of 
the Eclipse Paste, and also with a help- 
ful, explicit introduction, from which 
the following paragraphs are taken: 

INVALUABLE INFORMATION. 

Accept a new way—that is better than the 
old. 

The old way of branding by using dry lamp 
black and colors that are dusty and dirty, or 
liquid inks made of dyes which fade in the sun 
and wash off in the rain, is superseded by— 

The new way of using lamp black and colors 
in a paste that can be mixed with water, tur- 
pentine or any liquid, to any consistency re- 
quired for marking or stenciling on any surface. 
Marks made with these pastes mixed with 
water will not wash nor rub off, for when the 
water evaporates the adhesive oils in the paste 
fix the color permanently, making them water- 
resisting and ever-fast. , 

Eclipse pastes will mark or stencil on any- 
thing and everything at less cost, with less 
labor, in quicker time, and with greater ease 
than in the old way, and lines, strong, clean 
and clear, from the finest to the fullest, can be 
made that will not spread nor blur, and will 
withstand the hottest sun and heaviest rain. 
They are economical also, for a small quantity 
of the paste will go further than a large quan- 
tity of dry color (t to 134 lbs, of the black 
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paste making a gallon of ink), and as the pastes 
do not lose their strength nor evaporate, there 
1s no waste. 

It is the best preparation for the purpose 
made—we could not make better, whatever was 
paid for it—nothing better can be made—noth- 
ing as good is made, for these pastes mark per- 
fectly, not sometimes on some things, but any 
time on anything. We should not be so con- 
fident it was the best, but buyers insist that it 
is so and support their opinion by re-ordering 
and re-ordering. A trial is all we ask, and if 
you try, and conclude that we are wrong, we 
will not ask you to pay, or if you have paid, 
will refund the money. We can not do more— 
you should not do less than try it. 


This booklet is good advertising. 
** 


The Youth's Companion has a way 
of doing good things. 

I have just received a large quarto 
book, exquisitely printed, showing 
twenty-three quarter page advertise- 
ments, all of which appeared in its 
March issues. 

The matter upon the front cover of 
this book further goes on to say, 
‘* These advertisements show that the 
opportunity for conspicuous display in 
the Youth's Companion columns is ap- 
preciated. The month’s advertising is 
divided into weekly parts, eliminating 
severe competition, yet reaching every 
week more than half a million of the 
best families in this prosperous coun- 
ey.” 

The most impressive thing about 
this book is its bigness. It has been 
printed upon very expensive paper, 
with a lavish use of white space. 
Every alternate page is blink. Four 
quarter-page ads are on a page. 

The list includes a large number of 
well-known magazine advertisers, and 
these advertisements, while not among 
the most striking and artistic which 
have appeared in the Youth's Com- 
panion, are effective as an object les- 
son, showing the amount of space 
used in this paper in a given month. 

Not long ago the Youth's Compan- 
zon sent out a book containing a lot of 
advertisements which were the work 
of its own engravers and designers, 
and which had been drawn for a con- 
cern’s advertising in the Companion. 
These were specimens of excellent 
advertisement designing, and were 
sent out for a very different purpose 
from that of this second book. That 
was intended to show the ability of 
the Companion offices to get up and 
arrange good advertisements. The 
second book is intended to show how 
many large advertisers appreciate 
Youth's Companion space. 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 











Appetizing. 





Best 
Corn 
Fed 
Beef ! 

That's the only kind we 
keep. We take particular 
pride in the quality of all 
our goods, but more espe- 
cially in that of our Beef. 
Order a nice roast. All the 
new vegetables, fresh and 


nice. 
Turkeys, Chickens, 
Ducks, etc 








or a Clothier, 





, . 
What Sort of a 
Spring Top Coat 
7 T 5 
Do You Want? 

Is it a Short Covert just long 
enough to cover your sack coat? 
We have it. 

Is it a Herring-Bone Covert 
just about long enough to reach 
to your knees? We have the at. 

Is it a soft, fuzzy Vicuna in 
gray, black or herring-bone ef- 
fect, silk faced, silk lined, velvet 
collar, length just above your 
knees or just below them, which 
means just long enough to cover 
a frock coat? We have those. 

Is it something that you can 
not just describe and which you 
do not see described here? It 
is ninety-nine chances in a hun- 
dred we have it. 

Earnest and Honest. 








We Do Not 
Buy Our Carpets 


at random, or because they are 
cheap, and take whatever is of- 
fered us. Every ‘pattern must 
pass a kind of competitive ex- 
amination on point of style, re- 
liability and desirability, and 
only those attaining 100 per cent 
can get in our stock. 

We are anxious to secure your 
carpet trade—we don’t disguise 
the fact at all—and are willing 
to make an extra effort to have 
you pleased. We are not inde- 
pendent people here, and will 
work just as hard to have you 
suited whether your order be 
large or small. 

We are absolutely positive of 
our ability to save you money. 























For Women’s Shoes. 


“Sty lish Footwear 


FOR SPRING WEAR. 
We are the acknowledged lead- 
ers of fashion in footwear in this 
city. The season is now at hand 
when the walking will admit of 
shoes light, delicate = beauti- 
ful, and our new stock of wom- 
en’s boots will just set off the 
new spring gowns. Our styles 
are exclusive because they are 
made to our order. Our goods 
are direct from the manufactur 
ers, therefcre, we can and do sell 
lower than our competitors, for 
we save you the middleman’s 
profit. We employ a first-class 
bootblack and clean and polish 
our customers’ shoes free of 
charge at any time. 


For Baby Carriage. 


Boy “Babies 


Seem to be the principal 
topic of conversation just 
at present. Well, whether 
it is a boy or a girl baby, 
we have carriages and go 
carts nice ~~ for 
either of them. e have 
just received our new 
stock of 47 Carriages. 
They are the handsomest, 
most durable and cheapest 
line we have ever known. 


For Any Business. 


: T 
Making U Pp 

a stock of furniture to suit 
all tastes is no small task, but 
we have succeeded. The popu 
larity of our store as a distribut- 
ing center of beautiful, well 
made, finely finished furniture 
never diminishes. The satisfac- 
tion expressed by those who 
have bought here is gratifying 
to us, and an additional recom- 
mendation to intending purchas- 
ers. 





For ies Over Suits and Trousers. 


“There® s some suits wil some 
trousers among those that we've 
been speaking of as “* heavy 
weights, which are really of but 
medium weight, and, | unless 
you’re exceptionally ‘ warm 
blooded,” not too heavy ot. gen- 
eral spring and summer wearing. 

The savings in a nutshell: 

(Old and new prices here.) 

If’ you don’t get what you buy 
you get what you pay here. 














: 
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We don’t promise 


What we don’t perform. 

Our advertisement prices are our 
store prices. Something for noth- 
ing is unreasonable; we don’t 
give it, nor does any one else. 
But we do. give the largest 
possible amount for the least 
money. 





For Any Line. 





People 
~ 

Have Said 
That we are too particular in 
buying our stock of furniture— 
over particular on many points ; 
that our customers will never 
— the difference or appreciate 

but we know they will—we 
eles that goodness tells, and 
that nothing makes more lasting 
friends than honest and well 
made furniture. The only kind 
wese 


Wall Papers. 


I Was Told 
By a Lady 


yesterday who had been 
all over town looking for Wall 
Paper that I had by far the best 
line in the city. I know that I 
have by far the largest stock— 
and that my prices are right. 
Why not buy where you can 
select from the finest and largest 
stock at t the lowest prices. 








High Grade China, 








Fine 
french 
China, 
in beautifully decorated 
dinner sets, was never as 
low in price as now. 

1ese sets that we show 
at from 

$390.50 to $65 
for a full set are such as, 
a few years ago, would 
have cost twice as much, 

You can buy what you 

want of these. 


Toilet 


Chamber 

Furnishing 
isn’t complete unless it in- 
cludes a Toilet Set to cor- 
respond with the other 
things. If you are think- 
ing of toilet sets let us 
show you ours. In these 
new sets are combined the 
right effect in shape and 
decoration. $2.00 up. 


Sets. 





| 





Another Timely One. 





Lawns. 

No time should be lost in giv- 
ing them proper attention. Sow 
seeds on the bare spots and 
give the whole lawn a good 
dressing of bone fertilizer; the 
investment will be appreciated 
in the enjoyment of a beauti- 
ful green, velvety lawn during 
the season. 

Many lawns are ruined by the 
use of barn-yard manure and 
seed from the haymow, which 
contains many weed seeds. 

Our Special Blue Grass, 
Mixed Lawn Seed and 
Bone Dressing, is unex- 
ommee, «4 «© «© © «@ 








For a Blacksmith, 


We use Dr. Roberge’s Patent 
Hoof Expander for the cure and 
prevention of contraction, quar- 
ter crac ks, corns, etc. 


Credit Argument. 

When you need poner in 
housefurnishings and haven’t 
the ready money to spare, come 
to us, just as you’d go toa mem- 
ber of your family. We're just 
is glad to sell you on credit as 
though you laid down the cash, 
and we’ll not charge you an ex- 
tra penny for the accommod 
tion. For the kind of credit that 
helps, come to us, 











A Good Ad for Fishing Tackle. 





[ A. Good Catch 


doesn’t always depend upon 
the streams and the weather 
good tackle and *“* know how ”’ 
count for much more than luck, 
too, 

We've the kind of tackle the 
know-how fisherman is glad to 
buy—R——- & Son's. Every 
good thing you'll want to use in 
fresh-water fishing, at catching 
kinds and better 





prices; more 
prices than elsewhere, or money 
bac 

For Mackintoshes. Good, All Through, 
You Can’t 


y 
Get Wet 
while you’re wearing 
one of our rain-proof mack- 
intoshes. They are perfect 
rain shedders, water never 
soaks through them. They 
| are made of best grz ade ma- 
terial are correct in cut 
and finish—and of good 
length. They are ideal 
mackintoshes—the best we 
know of for service and for 
good looks. 
Prices, $4, $8, $10, $12. 























Bicycles. 





| The New 
1899 Model 


is now ready. 

It captures you at first glance. 
More graceful lines—lighter— 
narrower tread — and stronger 
and better in every way than 
ever before. 

You appreciate a beautiful and 
scientifically constructed wheel. 
Then come and see this. It’s 
THE ’99 bicycle. There won't 
be any oe —~ it. 

Model, $ 5°. 
Spe cial, $60. 





Goes Into Details. 





Summer 
Shirt Waists. 


If you want something entirely 
new —Shirt Waists unlike the 
ordinary run —come and look 
these over. 

They’re Shirt Waist style of 
the highest order, in piques, 
white lawns, pure linens, Ander- 
son’s Ginghams and Percales, all 
made in the newest shapes; some 
are with dainty set-in insertions, 
some with white embroidered 
yokes with colored lawn or ging- 
ham bodies, there are many ‘with 
handsomely hemstitched fronts, 
stitching running lengthwise, 
bayedere or bias, some are fin- 
ished with fine tucking and hem- 
stitching, and a few with tucking 
and ruffles of lace. There are 
heautiful waists here to suit all 
tastes and purposes. Two ex- 
L tremely popular prices. 





Good Coffee. 





= 


Tk 
That Coffee 
Again, 
We like to talk about our 
35-cent Coffee, because it’s 
worth talking about. 

t’s a Moca and Java 
blended to the Queen's 
taste, and would cost you 

40 cents at most stores. 


Monuments. 


Thinking 
About a 
New Monument? 


Our advice to you is not to 
order one until you have 
looked over our superb 
stock. 

We have put a monu- 
ment or headstone before 
Decoration Day and when 
you come to settle the bill 
you'll find you are money 
in pocket by buying here. 
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For an Optician, 





Wink and Blink. 


Will you wink and blink your 
life and nervous energy ~~. 
rather than wear glasses? Will 
you force your eyes to overwork, 
neglect them when they cry for 
help, abuse them year after year, 
until at middle life you are com- 
pelled to seek aid, perhaps to find 
your vision impaired beyond en- 
tire repair? A little glass aidat 
the proper time will save you a 
world of trouble and preserve 
your vision for old age, when 
you begin to rely more and more 
on printed book or newspaper 
fc or companionship. — | 





Good Ad fora Restaurant. 


] ae os Fe 

A ppetizing 

Suppers. 
No matter how substantial 
the meal may be, you want 
it carefully prepared and 
served. That is why so many 


particular people eat their 
supper here. 





Keep Them Watching Your Ad. 


Watch | 
rhis Spot | 
Every day in the week for 
prices on dependable merchan- 
dise that will electrify you. 
SILK SURPRISE 
For To-Morrow. 


590¢c. 


—lInstead of 75c. 

59c. Yard Spring Silks in the 
newest patterns and most 
desirable shades, in ten 
different colors; width 20 | 
inches. <A direct importa- 

tion from Switzerland, and | 
sells everywhere at 75c. | 

per yard, | 





For a Custom Shoemaker, 


Men who suffer from tender 
feet should get a pair of the 
Walsh hand-made shoes. 
They are comforable, 
and durable. 


$5 and Upward. 


To Sufferers ! | 
| 


stylish 


¢ > 1e 
Carpet Dyeing. 
Our new machine takes 
in Carpets 30 yards long by 10 
yards wide—just the thing for 
whole carpets, and will dye most 
of those made up without rin- 
ping a seam. Special shades 
dyed to match (Draperies for in- 
stance)without additional charge 
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By Chas. 


upon any subject discussed in this department. 





BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for ote. or to give their views 


F. Fones. 


Address Chas. F. Jones, care PRINTERS’ INK. 








Mr. Jones, care of Printers’ INK: 

Dear Mr. Jones—I have been having a 
shoe sale, and inclose several advertisements 
which I used in two dailies and one weekly. 
The sale has been a great success, although 
the stock which 1 bought and am closing out 
was but a very small one ; nevertheless, it was 
the means of cleaning up my entire stock of 
tailends. I would be pleased to have you tell 
me whether you think it was the right way to 
advertise the sale. Respectfully, 





I do not think that any of these ad- 
vertisements are good. They create a 
false impression in the mind of the 
reader. They start off with the state- 
ment that the merchant has purchased 
one hundred thousand dollars’ worth 
of shoes, whereas Mr, S. admits in his 
letter that the amount which he bought 
was very small. It is possible that the 
merchant may have sold goods in this 
particular instance, but I believe that 
it will have a reaction upon the store. 
It will make goods harder to sell next 
time, and aan the merchant wants a 
sale again in order to get up any en- 
thusiasm, he will have to outlie his 
former lie, and be willing to go on 
with bigger lies until everybody brands 
him as a liar, and then they will leave 
him severely alone, no matter what 
he says. 

What big returns advertising would 
bring if all advertisers told the truth. 


Charles F. Jones, pnd York, N. ¥.: 

DEAR Sir—Is it not a fact that 85 per cent 
of all general advertising appeals direct to the 
ladies of the land, and do they not purchase a 
large majority of all the merchandise that en- 
ters the household even to gents’ furnishing 
goods? 

If that is the case, and I believe you will 
agree with me, why would it not be an excel- 
lent idea to inaugurate a woman ’s daily news- 
paper, in Chicago, for instance ? 

That city now has the 777dune, supported 
by the liberal Republicans, the /#fer-Ocean, 
by partisan Republicans, the 7ismes-Herald by 
both, the Ch: onicle by gold Democrats, the 
Dispatch by silver Democrats, the Post by the 
swell goo, the Mews by the laboring elements, 
the Record by the independents and mug- 
wumps, the German papers by the Germans, 
etc., etc. 

But the wives, mothers and daughters of all 
these elements, factions and rings have not a 
single daily paper appealing to their support. 
If such a paper was established, and if it 
should secure a circulation of 100,000 copies 
daily, would it not be a better medium than any 
paper in the city, circulation being equal, even 
at double advertising rates? 


When you consider who the leading advertis- 
ers of Chicago are, I believe my plan to be a 
good one. 

There is not to-day a daily publication for 
women published in the United States for 
them and them alone. Its field would be un- 
limited, and I believe it would receive a gener- 
ous support at the hands of the keen advertiser 
should a reasonable constituency be secured. 

I have read your department in PrRinTERs’ 
Ink so long that I am willing to stake my repu- 
tation upon your advice. I believe the above 
is an absolutely original idea with me, and you 
are the first man whom I have explained it to. 
What do you think of it? Yours very truly, 

Epitor. 

Such a publication as the one men- 
tioned is not at all necessary and 
would not be likely to succeed. 

In the first place, the field along 
this line is very well filled already by 
other papers. 

There is not a paper of large circu- 
lation in the country which does not 
more or less cater to women, so that 
the daily paper for women is nothing 
new at all. 

The newspaper publishers in the big 
cities know their business pretty well, 
and I think they are getting all the 
readers it is possible to rake and 
scrape together. 

Taking Chicago as an instance, 
nearly all the papers publish more or 
less matter which interesting to 
women. Take, for instance, the A/orn- 
ing Record. For years the Record has 
made a specialty of home circulation 
for getting women readers. It prints 
a number of articles which are a great 
deal more interesting to women than 
they are to men. It runs regularly 
some kind of a continued story, which 
certainly appeals directly to women, as 

do not think one man in a thousand 
would have the time to get interested 
in it. 

Referring to New York, I do not 
know of any daily papers which could 
possibly be better for women than the 
New York Zvening Journal and the 
New York Evening World. 

As far as a daily paper for women is 
concerned, the field in the big cities is 
pretty well covered. 

I believe that the evening paper as 
a rule is the paper which women read. 
The majority of women have very little 


is 
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time through the day to devote to 
reading. When night comes on and 
the household duties of the day are 
over, they sit and read. 

This is particularly true of the mid- 
dle class, who are the great readers of 
newspapers and newspaper advertise- 
ments. In this class, as arule, women 
do not take the newspaper for their 
own use. They depend upon reading 
the paper that has been purchased by 
their fathers, brothers or husbands. 
These male members of the family 
usually take the morning paper, and 
when they come home at night they 
bring the evening paper in their pock- 
ets, and this is the reason why the even- 
ing paper gets into the hands of women 
and becomes more particularly a wom- 
an’s paper. 

The newspaper publishers fully real- 
ize this, and because of it they make 
their afternoon editions particularly in- 
teresting to women, without includ- 
ing the men, who must be interested 
enough in them to buy in order that 
they may be taken home for the women 
to read. 

No doubt a paper thoroughly read 
by women makes the best advertising 
medium for local merchants and for 
many general advertisers, and these 
advertisers would be only too glad to 
patronize such a paper if it had the 
necessary quantity of circulation. 

It is a fact that no paper which caters 
exclusively to one class has a very 
large circulation. Class papers as a 
rule do not claim large circulation; 
they talk more about the quality of 
their circulation. 

The general advertisers and the de- 
partment store advertisers are not 
seeking quality of circulation anything 
like as much as they are seeking 
quantity. 

The way I look atit is this. Ifa 
daily paper catered exclusively to 
women, the men would not buy it and 
neither would the women buy it, be- 
cause they would argue that what they 
want to read is the news of the world 
which men are interested in. If a 
woman wants to read about subjects 
which only pertain to women, she will 
buy the Ladies’ Home Journal, or some 
other such publication. When she 
buys a daily paper she wants to read 
the news of the world at large and 
about the things which men are doing 
and which men are interested in. 

I do not believe a daily paper de- 
voted entirely to women and known 
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not to care for men readers could ever 
work up a circulation of even 10,000 
copies in as big a city as New York, 

The scheme is just like any other 
scheme, it has a plausible side, but no 
practical value whatever. 

*  * 
* 
C. F. Jones, Esq., New York City: 

Dear Sir—I do some work in the way of 
editing the ads and make suggestions as to 
their setting, some times rewriting the whole 
thing if it is very bad. I am anxious to better 
myself, and think that if 1 had a few pointers I 
could fit myself to do advertising work on daily 
papers in cities. I do not think I am much of 
a canvasser, but my idea is that if I can fit my- 
self for writing ads and putting them in shape, 
suggesting how they should be set and making 
them pay the advertiser, that I would be worth 
a fair salary to a good newspaper. 

Ropinson SMITH, 


I believe there is a time coming, in 
the near future, when all prominent 
newspapers will have some practical 
advertisement writer connected with 
their staff. A good man would cer- 
tainly be worth as much as any other 
person in the employ of the paper. 

I do not believe at the present mo- 
ment, however, that many newspapers 
are desirous of cultivating such a 
branch of their business. 

The best way for Mr. Smith to fit 
himself for such work is by getting a 
connection with some store or business 
which advertises. 

In order to know how to write ad- 
vertisements which will bring business 
to the advertiser, the matter must be 
looked at from the advertiser’s stand- 
point. Nine-tenths of the newspaper 
men, or men employed on newspapers 
who make an attempt to write adver- 
tisements, have not the least idea as 
to how to bring results to the adver- 
tiser. They know how to get the ad- 
vertisement and how to write up some- 
thing which will catch the order for 
their paper, but they do not know how 
to furnish matter which will do the ad- 
vertiser the good his business deserves. 
It is purely a matter of education on 
business subjects which we can not ex- 
pect to know anything about by in- 
heritance or by theory. Practice and 
experience make up the whole thing. 

After Mr. Smith has served an ap- 
prenticeship as an advertisement writer 
for some business he is then prepared 
to goon the newspaper and write in- 
telligent matter which will do the ad- 
vertisers good. If he wants to stay 
with the newspaper he must learn to 
be a good canvasser. That is their side 
of the business at the present time. 

I could preach a long sermon on 








PRINTERS’ INK. 


this subject if I had the time and space 
to devote to it. 

I believe it would be a good thing 
for the newspapers of the coming day 
to arrange some way in which they can 
help the retail advertisers and avoid 
wasting so much money. 

There has been a time in the past 
when the getting of advertisements for 
the papers has been largely a leg 
pulling game, and so many advertisers 
have had their business prospects 
killed because the newspaper solicitor 
who worked them up to the point of 
advertising led them into doing many 
things from which no possible returns 
could be expected, and which so dis- 
gusted them with advertising that they 
have gone over to the side that claims 
“advertising does not pay.” 

When the newspapers and other 
publications once wake up to the fact 
that business men advertise for one 
reason only, and that is to get returns, 
they will then perhaps do more to help 
the advertisers get these returns and 
keep them out of the pitfalls which 
lie so thickly around new advertisers’ 
paths. 

Mr. Charles F. Joust New Vork, N.Y. 

Dear Sir—This is a small town of Snat 
fifteen hundred population. We do a business 
of about $110,000 per annum, Have a capital 
and surplus of about $25,000, and carry a stock 
of merchandise of about $25,000. Have had no 
experience in a city and am telling you what 
we are doing here, simply as a basis for asking 
que ~~ in regard to a city. 

(1). Take a city of 25,000 ; can astore be run 
strictly on a cash basis and do a good business ? 

(2). Could not double the business be done 
by selling largely on credit and have a credit 
man whose business is to determine who shall 
have credit and to push collections? 

(3). Could a creditable department store be 
opened ina small city of 25,000 without capital ? 
I am anxious to go to a city and believe the 
same methods we use here would work in a city. 

(4). We want to know if two or three times 
the goods could not be sold from the same size 
stock? 

(5). What is the average per cent of losses 
from bad accounts in cities of size named with 
department stores selling on credit ? 

If you print this omit my name and name of 
place. Yours truly . ELF. 

The first thing I would say in reply 
to this letter, is that a store doing a 
business of over $100,000 in a town of 
fifteen hundred population is doing 
well enough. They had better stay 
there and hold on to the soft snap. If 
they want to open another store in a 
larger city, all right, but do not give 
up this good thing. 

In regard to question 1, I will an- 
Swer yes. 

In regard to question 2, I will also 
answer yes; but bear in mind the fact 
that unless a remarkable town was 
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found, I do not think a store in a city 
of twenty-five thousand inhabitants 
would be able to do very much more 
than this store is already doing in a 
town of fifteen hundred. 

In answer to question 3, I would 
again say yes. 

In answer to question 4, I would 
say that I doubt it. With a stock of 
$25,000, the store is already turning 
its stock over more than four times a 
year. To do three times the business 
it will have to turn its stock twelve 
times a year. I hardiy think this is 
possible, particularly when half of the 
sales are on credit. 

In answer to question 5, I would 
say probably one and a half or two 
per cent. This varies a great deal, 
though. It depends upon how careful 
the concern is in giving credit as to 
how much it was liable to lose. 

I know some concerns in small 
towns who count on a loss of three or 
four per cent and make their profits 
provide for it. There are other stores 
to whom this much loss would be 
ruination. I am very much in love 
with the idea of doing business as 
nearly as possible on a cash basis, but 
this is in some instances absolutely 
impossible, because in farming coun- 
tries, where money is collected on the 
crops about once a year, it is some- 
times impossible for the people to pay 
cash at the time of purchase. 

** 
Chas. F. Fones, New York: 

Dear Str—Please give us your opinion of 
the following : 

Which is the best system, cash boys or par- 
cel carriers? 

How can crockery and glassware be handled, 
supposing we put in a parcel carrier system? 

‘hey would be too heavy to send with parcel 
carriers. TATHERSON Bros. 

The parcel carrier system is much 
more convenientin the long run and not 
much more expensive than cash boys. 

Crockery and glass are kept by most 
stores in some place where it is con- 
venient to wrap them up at the counter 
where they are sold, or where there is 
a large room near at hand so that the 
salesperson or the wrapper can do all 
the handling without the use of either 
cash boys or parcel carriers. 

Perhaps Messrs. Matherson Bros. 
can put their crockery department in 
the rear of the store and have the 
wrapping and packing department right 
next to it. This will avoid the trouble 
and breaking which would be likely to 
occur if these fragile articles were car- 
ried a long distance, 
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That Cit ly 
of Toronto 


Is to-day, probably without excep- 
tion, the most prosperous city on 
the continent. 


Nothing of the “boom” in its 
business activity, either, but the 
healthy operation of the law of 
supply and demand. 

Last year there was a plague of 
vacant houses in Toronto, to-day 
the empty house is at a premium. 


The street cars are crowded con- 
tinually with a purchasing public. 


With these conditions what more 
can the advertiser ask than the 
opportunity to speak to the busy 
people of Toronto?—the only 
American city in Canada. 

We control this opportunity. May 
we come to you with particulars ? 





< Mulford & Pet try GC Company 
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STREET CAR ADVERTISING 220 Broapway 
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WESTERN OFFICE 
99 Woopwarpd AvENUE, 
DETROIT. 




















